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S U M M A R Y  
 
This dissertation was written as part of the EMBA at the International Hellenic University.  
The increase in consumer interest in reduced fat foods has created a growing need for low 
fat meat-products in the market. The addition of plant oils or substitution of animal fat with 
olive oil had been documented since the early 90’s. Since 2001, olive oil meat-products 
(OOMPs), meaning deli meats with the addition of extra virgin olive oil, entered the market. 
Soon, they became the most important ambassador of Cretan/Mediterranean diet, in Greek 
and in foreign markets.   
This report examines the case of organic olive oil meat-products (Org-OOMPs). A meat-
product being completely of organic origin, to retain both the character and the benefits of 
olive oil but also target the segment of organic food product. Organic food market is a global 
trend. Following the marketing positioning strategy, research survey has been conducted at a 
representative Greek sample and research interviews to the executives of the three leading 
firms in the meat-products sector. In research methodology, qualitative analysis had been 
employed for the interviews and descriptive statistics, as well as some qualitative analysis in 
the form of cross-tabulations, for the survey.  
Marketing positioning strategy of OrgOOMPs refers to the perceived values of the target in 
the market, in order to design further the steps to define, promote, place and price the product. 
To follow that a Strengths, Weaknesses, Opportunities and Threats analysis has been done and 
segmentation of the market. Completing the marketing strategy, the marketing mix (4P’s) has 
been described. 
The conclusions at the end of this report suggest that the launch of the new OrgOOMPs line 
could be successful and profitable, letting the producing company (Creta-Farms) to enter the 
organic food market and respectively increase the market share of olive oil meat-products. 
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1. INTRODUCTION  
 
Meat products that their fat has been substituted with extra virgin olive oil (OOMPs) are 
selling over a decade now in Greece and had been suggested as part of the 
Cretan/Mediterranean Diet. Small dietary surveys in Greece show us that consumers favor 
them.  
It is interesting to elaborate the market status of those meat-products and refine the 
consumer’s beliefs, to discover if the market of olive oil meat-products could develop when 
the basic constituents are of organic origin. Organic products are selling high and represent 
a new trend in food marketing (Willer and Lernoud, 2018). Could that be the case of organic 
OOMPs, too? 
Olive oil is an essential food ingredient and the principal source of fat in the 
Mediterranean diet. A Mediterranean diet contributes positively to the prevention of all 
cardiovascular risk factors (dyslipidemia, obesity, diabetes, and hypertension) and to some 
extent to prevention of some types of cancer (Moghadasian, 2012). Meat products such as 
sausages, burgers, pork preparations, etc., account for almost half of all meat consumed in 
developed countries (Kearney, 2010). Fat is an essential ingredient and a definitive factor to 
the taste, flavor and quality of meat-products (Ackerman et al., 1971). The increase in 
consumer interest in reduced fat foods has created a growing need for low fat meat-products 
in the market. The addition of plant oils or substitution of animal fat with olive oil had been 
documented since the early 90’s (Paneras and Bloukas, 1994).  
The food industry needs knowledge about consumers’ attitudes towards various foods, 
their preference of taste or for instance to specific products or even to a specific brand name. 
The food industry has high expectations for food products that meet the consumers’ demand 
for a healthy life style (Vergari et al., 2010). There is an increasing constant demand for foods 
of improved quality because of increased knowledge about diet and health, awareness of 
quality characteristics, and more information on production and processing technologies 
(Krystallis et al., 2006). 
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Those products that promote health and sustain a healthy living are so-called “functional” 
foods. The overall acceptance of a specific functional ingredient is linked to the consumers’ 
knowledge of its health effects. Could a food product that contains organic olive oil and 
identified as “functional” trigger consumers to buy that? What is the level of “safety” 
perception regarding consuming organic OOMPs? Which are the factors that determine the 
demand and consumption of organic pork meat, in order to gain insight in consumers’ 
preferences, motives, attitudes and interest to buy organic OOMPs?  
Marketing planning is considered the planned application of marketing resources to 
achieve marketing objectives or if someone could suggest, a simple logical sequence and a 
series of activities to setting marketing objectives and the formulation of plans for achieving 
them (McDonald, M., 1999). Could there be some insight to conduct a marketing positioning 
strategy for a new line of organic OOMPs? How successful could a well-executed planning 
process be, to organic OOMPs in the Greek market?  
 
2. LITERATURE REVIEW 
2.1. Organic products market  
Organic food production emphasizes environmental protection and animal welfare. The 
demand for local, sustainable and organic food production has recently increased (Kearney, 
2010). The European organic sector is well developed. The development of the European 
Union’s organic sector in 2016 (see also figure 1 & 2) was characterized by a double-digit 
growth rate for the market (12 percent in the European Union) while the area of organic 
farmland continued to be slower than that of the market, but faster than in the previous 
years, increasing by 8.2 percent in the European Union. The trend of the market growing at 
a faster rate than the area has been occurring for several years, showing that production is 
still not keeping pace with consumer demand. The growth in consumer interest is well 
documented by the growth of per capita consumption, according to 2016 data. Per capita 
consumer spending on organic food market has doubled in the last decade (2007-2016, as 
also shown at figure 3 within the orange marks) with European Union consumers spending 
almost 61 euros on organic food per person. Globally, European countries account for the 
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highest shares of organic food sales as a percentage of their respective food markets (Willer 
and Lernoud, 2018). 
 
Figure 1. Europe and the European Union: Development of organic agricultural land  
(Willer, H., Lernoud, J., 2018). 
 
Figure 2. Europe and the European Union: Development of organic producers in 2000-
2016 (Willer and Lernoud, 2018). 
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Figure 3. Growth of the per capita consumption 2000-2016 in Europe (Willer and Lernoud, 
2018). 
 
The importance of the various marketing channels differs from country to country. In 
countries where general retailers had a very strong participation, the organic market grew 
steadily (Austria, Denmark, Sweden, Switzerland, and the United Kingdom). France and Italy 
are great examples of countries with strong organic market growth, where specialized 
retailers play a very important role, even though their importance is decreasing. In Germany, 
the organic food market has entered a transition period where supermarkets have become 
the driving force, and 58 percent of the organic food is sold by general retailers (Willer and 
Lernoud, 2018). A massive network of organic food shops characterizes the European market 
with most chained outlets being in Germany, France and Italy.  
Most organic foods are bought on an irregular basis while more consumers need to buy 
organic products on a regular basis if the market is to become mainstream. Growth is 
expected to continue in the coming years (Kearney, 2010). In the last decade, demand for 
organic products has expanded to countries, such as China, India, and Brazil. Just as 
production has become global, demand is becoming international. The question is whether 
supply will keep pace with demand (Willer and Lernoud, 2018). 
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2.2. Organic olive oil market 
 
Figure 4. Organic olive area: Distribution by region and top 10 producing countries in 
2016 (Willer and Lernoud, 2018). 
Olive oil is the Mediterranean product that is consumed and traded globally. Merely the 
2.5% of the world production as data shows from 2004 and 2005, came from non-
Mediterranean countries. The three biggest EU countries are Spain, Italy and Greece, with 
the later having the biggest per capita consumption regarding population as recorded in 
2003. Italy and Spain are also the largest world exporters of olive oil. Olive oil consumption 
is growing but consumption patterns vary widely, considering quality and quantity. 
According to Mili and Zuñiga (2001), the segmentation of olive oil market will vary as years 
go by, at the basis of quality attributes differentiation, concerning the packaging and 
branding of olive oil, the organic origin, the PDO (Protected Designation of Origin) and PGI 
(Protected Geographical Indication) products. Consequently, an increase in purchasing 
expenditure is anticipated more than an increase in volume (Anania and Pupo D'Andrea, 
2008). The world consumption of olive oil is increasing regularly for the last years for most 
non-Mediterranean countries while in countries like Greece was declining due to the market 
turbulence after the economic crisis, but still Greeks consume more olive oil per capita than 
 
 
 
     6 
anyone else in the world—almost 13 kilograms annually in 2013-14 according to the 
International Olive Council (IOC)1.  
It is claimed that future developments in the food chain are mostly linked to 
developments in consumers attitude towards the “Mediterranean diet” and health 
concerns, changes in incomes and to the effectiveness of further strategic marketing 
promotion activities (Anania and Pupo D'Andrea, 2008). 
Merely 80 percent of the world’s organic olive area is in Europe with its biggest area in 
Italy (more than 19%). As shown in figure 5, there is an expanding global trend in the 
development of organic olive oil (Willer and Lernoud, 2018). Organic extra virgin olive oil is 
a product coming from safe agricultural practices (no pesticides or growth hormones) as well 
as environmentally friendly techniques while harvesting or producing the olive oil (no 
thermal processing) with free acidity, expressed as oleic acid, of no more than 0.8 grams per 
100 grams according to the standards of IOC. Italy and Greece (to a lesser extent) target the 
premium segment of the international market, offering high quality olive oil at a price of over 
€3.5 per kg (Mylonas, 2015).  
 
Figure 5. Olives: Development of the global organic area 2004-2016 
 
                                                        
1 http://www.greekliquidgold.com/index.php/en/olive-oil-info/olive-oil-consumption-imports-exports  
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2.3. Organic pork meat market 
In 2003, the 15 EU countries, certified organic pigs amounted to 450,000 heads or about 
0.4 % of total pig herd. Only Germany and France had a significant share of certified animals 
up to 8% and 4%, respectively. The number of certified pigs in the EU countries is still 
relatively low. The relative slow development may be due to higher production costs in 
organic pig meat production ( Napolitano et al., 2009). In 2012, farmers in the EU-28 kept on 
average 505,000 organic pigs which accounted for only 0.3 % of all fattening pigs in the EU-
28. The largest production countries were still Germany (127,000 heads) and France 
(107,000 heads) (Meredith and Willer, 2014). 
Organic meat and meat products are very successful in Belgium, the Netherlands, Finland, 
and France, with average market shares of around 10 %. On the other hand, the meat and 
meat-based product market is not yet well developed in many countries, due to reduced 
manufacturing capacity and high price premiums compared to conventional products 
(Meredith and Willer, 2014). 
There is only little and partial information concerning prices for organic meat and meat 
products as prices differ between countries and meat products. Farmer price for organic pork 
in 2002 was about 2.46 €/kg on EU-15 average and some countries had much higher prices 
like Greece (5.00 €/kg), Ireland (3.49 €/kg), Luxembourg (3.27 €/kg) and the United Kingdom 
(3.22 €/kg) ( Napolitano et al., 2009). 
Individual products like meat preparations (sausages, salami, burgers etc) can reach much 
higher market shares. Organic meat substitutes (46 percent in Germany) are a good example 
(Willer and Lernoud, 2018).  
On the other hand, organic consumers tend to eat less meat, as part of a healthy lifestyle 
and most of them choose not to eat organic poultry as it is much cheaper in the conventional 
market. 
2.4. Greek organic products market 
Greece entered the organic farming 25 years ago. According to Meredith and Willer 
(2014), the domestic market for organic products was estimated to be around EUR 60 million 
(2010). The market for organic products was developing slowly until the economic crisis on 
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2010, when growth was halted. In years between 2011 and 2013, consumption of organic 
products fell by almost half. Recent debates for agri-food systems concerning safety and 
health, led some governmental and non-governmental organizations to promote alternative 
agri-food production systems such as organic farming (Koutsoukos and Iakovidou, 2013). So, 
the perceived “food quality” is a major factor to lead to transition from conventional to 
organic farming. 
One third of the organic products sold are Greek, but most of the processed products are 
imported. Key products for the growing export market are olive products, wine and to some 
extent fresh fruit, vegetables and feta cheese, but no data are available on import and export 
volumes. 
The Greek organic production is certified according to EU legislation on organic farming 
and other regulations. Legislation is fully implemented, and some farmers have an additional 
certification (DEMETER - ΔΗΜΗΤΡΑ). Exported products are certified according to the private 
standards of other countries (e.g. Germany, Switzerland and USA). Greek inspection and 
certification bodies use their logos alongside the EU organic logo, as there is no national 
organic logo (Meredith and Willer, 2014). Most of Greek organic products are labeled with 
the prefix “BIO-“ which comes from the Greek word «ΒΙΟΛΟΓΙΚΟΣ»,  equivalent to the 
“ORGANIC” word to identify the origin of the products. A recent survey for the Greek organic 
market by Krystallis et al. (2006), showed extremely high value for the use of the organic 
label as a marketing strategic orientation, consisting a marketing strategy very similar to 
branding, acting as reassuring for quality issues, decreasing consumers’ risk (Krystallis et al, 
2006).  
In Greece, demand for organic olive oil is positively affected by the socio-economic 
characteristics of consumers, as well as high income and employment status (Tsakiridou et 
al., 2006). Spanish consumers, on the other hand, whose social profile is like that of Greece, 
seem to be less interested in organic certification but are highly concerned about the origin 
of the product. Italian olive oil consumers were positively influenced by an organic method 
of production and PDO certification (D’Amico et al., 2002).  
Greek organic pig production systems are growing in popularity over the last years due to 
the increasing interest of consumers for organic products. Organic pig farming started in 
 
 
 
     9 
2002 and since then it has increased, representing the 15% of total organic livestock 
production in 2007. The development of organic pig farming industry in West Greece, 
Thessaly and North Greece was enormous from 2002 to 2007 (see, figure 6)2. A serious but 
more steady development of organic pig farming was seen in the island of Crete (Papatsiros 
et al., 2012).  
The organic meat market channels consist mainly of supermarkets and specialized organic 
shops covering about 40 to 50 percent of the market. Further channels are farmers’ markets 
and other points of sale (Meredith and Willer, 2014).  
According to Papatsiros et al. (2012), the development for the organic meat sector is 
possible if managed under “a spirit of cooperation among all interested groups and a high 
degree of confidence” because all stakeholders have to deal with several socioeconomic and 
“psychological obstacles” (Papatsiros et al., 2012). 
 
Figure 6. Number of organic animals in Greece. Source:  Directorate of Organic 
Agriculture. Hellenic Ministry of Rural Development and Food, www.minagric.gr  
 
2.5. The consumer of organic products  
Food consumption is affected by factors following food availability, food accessibility and 
food choice, which are coordinated by key drivers like geography, demography, income, 
socioeconomic status, urbanization, globalization, marketing, religion, culture and consumer 
attitudes. The nutrition transition, which is predominantly affecting the planet, is mainly 
influenced by consumer attitudes, income and socioeconomic status (Kearney, 2010). 
                                                        
2 www.minagric.gr  
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An average consumer of organic products has the following traits: lives usually in a big 
city, in a medium to high-income household, belongs to middle-high social classes and is 
sensitive to issues like quality, origin and production methods (Willer and Youssefi, 2004). 
The need to improve the quality of life is the greatest driver to buy organic products and has 
huge implications for the retail, distribution and marketing functions. In a European survey 
on purchasing organic foods, the results showed 48 percent of the consumers had been 
motivated because it was “healthier for them” while a smaller percentage of 16 percent 
thought it was “better for the environment” (Walley et al., 2009).  
Consumers are influenced by information about organic production, express acceptance 
and tend to like more organic meat, possibly because consumers are aware of the ethical 
value of organic farming and its effects on product safety (Napolitano et al., 2009). 
Consumers also believe that organic foods have a higher nutritional value than conventional 
foods and are prepared to pay higher prices for them (Dangour et al., 2009). 
3. THE DEVELOPMENT OF ORGANIC OLIVE OIL MEAT 
PRODUCTS (ORGOOMP) 
The increase in consumer interest in reduced fat foods has created a growing need for 
low fat meat-products in the market. The addition of plant oils or substitution of animal fat 
with olive oil had been documented since the early 90’s (Paneras E.D. & Bloukas J.G., 1994). 
The innovation brought upon the market by the Creta Farms “Εn Elladi” line, since 2001, 
was so remarkable that it crossed the borders of Greece. Olive oil meat-products (OOMPs), 
meaning deli meats with the addition of extra virgin olive oil, became the most important 
ambassador of Cretan/Mediterranean diet.  This recipe managed to enter new countries, 
adjust to their taste culture and win a place in their daily meals3.  
A new line of OOMPs, the organic olive oil meat-products (Org-OOMPs or Bio-OOMPs) 
could be manufactured being completely of organic origin, to retain both the character and 
the benefits of olive oil but also target the segment of organic food products. On the other 
hand, organic meat is expensive, and it could position the new line as more luxurious and 
                                                        
3 https://www.cretafarms.gr/en/  
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since there is no other competition to follow, it is a good opportunity to introduce the new 
completely organic line of meat-products.  
The problem that rises has more to deal with the consumer behavior, perceptions and 
ideas about an organic meat-product and its technology, as the manufacturing process 
would be the same; the only parameter that would change in the production of Bio-OOMP’s 
would be the supply chain, which so far consisted only of conventional or traditional farming 
products. 
Within consumer behavior, an area of interest is the study of how innovative new 
products, services, ideas or technologies spread through groups (Wilkie, 1994). Insights 
about how innovations are diffused (i.e., spread) through populations provide assistance to 
speed up the new product adoption process and fine-tune the marketing program at 
different stages of the diffusion process. Our market research survey will be based on the 
factors that contribute to the rate at which innovations are diffused in the community, such 
as the relative advantage (perceived by consumers to be superior to alternatives), the 
compatibility (to values, lifestyle, past experiences), the complexity, the trialability and 
observability (Rogers, 2003). 
Since Bio-OOMPs are novelty products and connected to the Cretan/Mediterranean diet 
profile, it is interesting to see how an idea can blend with modern perceptions and trends 
about food, and how we can create value for them through effective segmentation, targeting 
and positioning of the product. 
It is also interesting to discover what might be the impact on the organic food sector and 
the concurrent development of the organic food industry or the expansion of the organic 
agricultural economy.  
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4. MATERIALS AND METHODS 
4.1.  Market research  
To conduct a market research, you have first to define the managerial problem and the 
objectives of the research and then develop a research plan (Balabanis, 2018). Our research 
objectives were to depict the customers’ preferences and record the views from the 
executives of the most successful companies in the meat-products sector regarding a new 
completely organic OOMPs (where meat and olive oil are both of organic origin), in order to 
develop a successful marketing positioning strategy.  
The research questions for the OrgOOMPs are: 
• What are the demographic characteristics of our survey sample?  
• What is their level of activity? 
• What are their consuming habits (consuming of olive oil, fast food, meat, meat-
products, organic food)? 
• What is their knowledge of olive oil meat-products (OOMP)? 
• What are their selection criteria (perceived quality of OrgOOMPs, health contribution 
of OrgOOMPs in blood circulation, safety of OrgOOMPs, price of OrgOOMPs, organic 
constituents)? 
• What are the characteristics of the meat-products market? Which are the main 
competitors? Are there any barriers to enter that market? 
• What are the organic food marketing initiatives or actions to be taken? 
• Since the OOMP is a novelty product, already selling in Greece, how can we modify 
our product strategy to expand consumer exposure and make organic OOMPs 
recognizable in the marketplace? 
• Are there any threats that could undertake the development of our plans?   
A market research interview and a market research survey had been decided.  
 
4.1.1.  Market research interview 
Concerning the interview, our field work of data collection had been the executives of 
three big meat-product manufacturers: Yfantis, Nikas and the OOMPs patent holder Creta 
Farms. The data came from a structured interview (based on a five questions questionnaire) 
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after contacting them on their personal profiles through social media (LinkedIn). A less 
structured interview would have been more preferable in order to try to dig deeper in the 
information, but time is a valuable asset.  
The structured interview questionnaire lasted no more than half an hour and was built on 
five main pillars:  
• the knowledge of the OOMPs and their main quality features 
• the feasibility to manufacture organic olive oil meat-products  
• the suppliers of organic ingredients for the organic OOMPs 
• the positioning of the organic OOMPs in the Greek market 
• and targeting for the organic OOMPs. 
The questions were e-mailed prior to the interview, as a helping and time saving gesture 
for the executives. It was clear to them that they could add any other information they 
thought was crucial. A sample of the questionnaire is available in the Annex I. point A, of this 
report.  
Raw data from the executives’ questionnaire had been collected and analyzed with the 
aim of Nvivo Pro v.12 4 , a specialized data analysis software that incorporates both 
descriptive statistics and qualitative data processing. 
4.1.2.  Market research survey 
A market research survey had been carried out in January 2019 (16-20 Jan 2019), in order 
to further depict the consumers’ preferences for a new line of organic OOMPs. Following a 
simple random sample (SRS), all cases were given an equal probability. SRS can be vulnerable 
to sampling error because the randomness of the selection may result in a sample that 
doesn't reflect the population.  We had to ensure that the participants of the survey are 
concerned in food issues, more specifically about buying meat or meat-products (probability 
sample) (Berenson, 2015). So, the survey took place between the students and staff of the 
School of Meat Professionals in Thessaloniki, because they have a straight connection with 
meat and meat-products and the link for the online survey had been sent to them through 
                                                        
4 NVivo qualitative data analysis Software; QSR International Pty Ltd. Version 12, 2018. 
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Messenger application. The questionnaire had been available online using Google Forms and 
is presented in Annex II point A, of this report. 
The structure of the questionnaire had been based on five main axes: 
a. Demographic factors (sex, age, education, income) – 4 qualitative variables 14 classes 
b. Physical profile (activity) - 1 qualitative variable 4 classes 
c. Consuming habits (consuming of olive oil, fast food, meat, meat-products, organic 
food) – 5 qualitative variables 20 classes 
d.  Commercial information: knowledge of olive oil meat-products (OOMPs) places to 
buy organic food, communication for organic food products – 3 qualitative variable 
10 classes, and finally, 
e. Selection criteria (contribution to blood stream health of OrgOOMPs, quality of 
organic OOMP, safety of consuming OrgOOMPs, willingness to pay a “premium”, and 
the preferable price of OrgOOMPs) – 4 qualitative variables 17 classes and 1 
quantitative variable. 
Therefore, data from the market research survey had been collected online and the 
spreadsheet had been analyzed with Excel 365 and data analysis was carried out by 
Statgraphics Centurion 18, Version 18.1.08.5 
The analyzed data helped to build this report and finally reach to the conclusions of this 
research. 
 
4.2. Data Analysis 
4.2.1. Market research interview: Qualitative analysis 
Qualitative data analysis approaches could vary significantly aligned to the different 
perspectives and purposes of researchers. Different concerns could emphasize on different 
aspects of analysis. Plurality of perspectives is understandable since descriptive work in one 
project may inspire interpretive or explanatory work in another (Dey, 1993). Renata Tesch 
(1991:17–25)6  in Dey (1993), suggests that the qualitative analysis methodology follows 
                                                        
5 posted January 17, 2019, Statgraphics Centurion 18, Statgraphics Technologies, Inc., USA 
6 Tesch, Renata (1991) ‘Software for Qualitative Researchers: Analysis Needs and Program Capabilities’ in Fielding, Nigel 
G. and Lee, Raymond M. (eds) Using Computers in Qualitative Research, London: Sage. 
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three basic orientations: language-oriented approaches, descriptive or interpretive 
approaches and theory-building approaches (Dey, 1993). Qualitative data deals with 
meanings, while quantitative data deals with numbers. So, implications for analysis exist 
because meanings are analyzed through conceptualization, while numbers through statistics 
and mathematics. On the other hand, “enumeration depends upon adequate 
conceptualization, and adequate conceptualization cannot ignore enumeration” (Dey, 
1993). 
As described in Dey (1993), “description encompasses the context of action, the 
intentions of the actor, and the process in which action is embedded”. Our purpose was to 
understand the context around the meat-products sector and especially around OOMPs, 
such as the market sentiment, beliefs about them and fundamental nutrition principles that 
are claimed. Then we looked for some insight about the future planning of those companies 
and what their concepts about the organic food sector, trying to scan their intensions. 
Process is connected to change, and a series of complex mechanisms that enable it. We 
couldn’t of course record any source of action, but we got a clearer image about the 
innovation process and how that is incorporated in everyday tactics. 
Nvivo 12 gives you the opportunity of auto-coding which the case in structured data like 
a questionnaire, but you can always break the data and create some nodes that have a 
special meaning to you and can see further to the meaning of a simple answer. In our case 
we created five nodes that included all the data that had been useful. The five nodes were:  
1. Consumer habits: how the executives describe the consumers preferences 
2. Future planning: some insight about their future plans that came up through their 
answers and a sub-node 2-1 about the future plans only for the leader of the sector, 
Creta Farms 
3. Healthy nutrition values: how the executives perceive healthy nutrition and their values 
reflected through the research 
4. OOMPs: general ideas and perceptions about the OOMP line, and  
5. Organic OOMPs: this node had been separated into five sub-nodes that describe 
different aspects of the Organic OOMPs. So, node 5-1 is about consumer preferences 
concerning organic food, node 5-2 about organic food market channels, node 5-3 about 
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production of organic OOMPs, node 5-4 about the attributes of the segment of organic 
food and OOMPs and finally node 5-5 about the supply chain in the organic food sector. 
In the research interview six executives participated, equally male and female, with the 
majority of them (4/6, 66,67%) coming from the biggest company in the meat-products 
sector (Creta Farms, CF) which is holding the OOMP patent (see figure 7). All executives had 
had post-graduate studies, with the biggest percentage having an MBA degree (50%) (see 
figure 7). Concerning the rest of demographics, the age of the respondents varied from 37 
(the lowest) to 48 (the highest). Respondents 1 to 4 refer to the leading company (CF), while 
respondents 5 and 6 to the competition Yfantis (YF) and Nikas (NK), respectively. 
         
Figure 7. Interview respondents per company (left) and per education level (right). 
 
According to the coding that had been presented above (Nodes 1 to 5) NVivo created a 
structure and the consolidated data from every node is presented in this report at the Annex 
(see Annex I. A.). 
In the following table (table 1) there is a summary of the responses according to coding 
in the respective nodes and the percentage of coverage from the respondents’ interviews, 
each counted individually and as a total. As the coverage is higher, it reveals that the amount 
of data available is higher from the respective source. On the other hand, the percentage 
coverage of the sources used reveals the quality of the interview, which means that there 
was sufficient information, useful and focused to the scope of the research. The pooled 
percentage for node 5 covering the organic food and meat-products is almost 83.69% which 
is the biggest percentage, while the next biggest percentage of nearly 32% covers the 
OOMPs. 
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Table 1. Coding, references and coverage (%) by the respondents in the interview.  
Node coding Node 
no. 
Respondent 
no. 
References Coverage 
per 
respondent 
(%) 
Total 
respondents 
Total 
coverage 
(%) 
Consumer habits 1 1 2 1.79 5 14.26 
 2 2 2.88   
 3 3 3.07   
 4 2 2.46   
 6 2 4.06   
Future planning 2 1 2 2.98 4 8.68 
 3 1 0.85   
 4 2 3.05   
 6 1 1.80   
 
CF future 
planning 
2-1 1 1 5.93 4 20.87 
 2 2 7.61   
 3 3 6.23   
 4 1 1.10   
Healthy nutrition 
values 
3 2 3 4.56 3 14.53 
 5 3 7.99   
 6 2 1.98   
 
OOMPs 
4 1 4 4.68 6 31.96 
 2 5 8.10   
 3 3 7.40   
 4 3 3.85   
 5 2 2.31   
 6 3 5.62   
Organic 
food 
and 
OOMPs 
 
5 
Consumers 
of organic 
food 
5-1 1 2 2.47 6 19.04 
 2 1 3.38   
 3 1 2.67   
 4 2 3.68   
 5 1 3.92   
 6 2 2.92   
Market 
channels 
5-2 1 1 2.41 4 10.17 
 2 1 1.70   
 3 1 2.22   
 6 1 3.84   
Production 
5-3 1 4 5.69 6 22.93 
 2 2 3.21   
 3 1 2.67   
 4 2 4.74   
 5 1 4.11   
 6 1 2.51   
Segment 
attributes 
5-4 3 2 1.87 4 12.18 
 4 1 2.78   
 5 1 2.78   
 6 3 4.75   
Suppliers 
5-5 1 2 4.37 6 19.37 
 2 2 4.27   
 3 1 2.59   
 4 1 3.26   
 5 1 2.69   
 6 1 2.19   
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Similarity measure is one of the fundamental tools for data mining and information 
retrieval. An efficient similarity measure results to less time and processing efforts. Pearson 
correlation coefficient is the most widely used and popular similarity measure. NVivo 
software offers similarity tests, to discover the distance between the thematic nodes and 
see if the words concerning different nodes correlate. That feature helps the researcher to 
conceptualize the structure of information. All clustered information according to the 
thematic nodes were tested for similarity. Values for Pearson’s correlation coefficient can 
vary from -1 to 1. A positive value close to 1 reveals great similarity while negative values 
show that somehow words are different and intuitively the topics might not be correlated. 
The similarity test seen at table 2, shows that some of the clusters (namely the thematic 
nodes) are highly correlated like the OOMPs and the Healthy Nutrition Values as alleged by 
the respondents, while the lowest correlation is between Healthy Nutrition Values and 
Future Planning, probably because they both look in different directions at least in spoken 
language. A more concise representation of that test and the distances between clusters, is 
shown at figure 8.  
 
Table 2. Similarity test between all nodes.  
Code A Code B Pearson correlation coefficient 
Nodes\\OOMPs Nodes\\Healthy Nutrition Values 0.686222 
Nodes\\Organic OOMPs Nodes\\Consumers' habits 0.545123 
Nodes\\Organic OOMPs Nodes\\Future planning 0.428596 
Nodes\\OOMPs Nodes\\Future planning 0.354166 
Nodes\\Organic OOMPs Nodes\\OOMPs 0.334278 
Nodes\\Future planning Nodes\\Consumers' habits 0.303674 
Nodes\\Healthy Nutrition Values Nodes\\Consumers' habits 0.299284 
Nodes\\Organic OOMPs Nodes\\Healthy Nutrition Values 0.290844 
Nodes\\OOMPs Nodes\\Consumers' habits 0.282466 
Nodes\\Healthy Nutrition Values Nodes\\Future planning 0.206561 
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Figure 8. Items clustered by word similarity. 
The five thematic nodes have been analyzed and table 3 summarizes all the responses 
accordingly. As mentioned before, the mostly congested node was the “Organic foods and 
OOMPs”, and for that reason had been split and is represented in sub-nodes (from 1 to 5) 
(see table 3). The comments accordingly to each thematic node were compared in terms of 
similarity in meaning, not words, and then the frequency and the percentage regarding the 
whole number of comments were calculated. Those findings are presented at column C in 
table 3. In that way we can discover which topic from the comments had been discussed 
more extensively (marked in red) in each thematic node (see table 3). 
Table 3. Thematic nodes, comments and percentages for each comment according to 
references in the node. 
A 
Thematic Node 
B 
Comments by the respondents 
(pooled) 
C 
Percentage in 
references 
% 
1. Consumer  
    habits 
 
1. Consumers in Greece favor the Cretan products and 
especially olive oil and feel safe when it comes from 
Crete  
2. Olive oil is consumed as part of the Mediterranean 
or Cretan diet 
3. Greek consumers tend to follow the international 
trends, like organic food and started to consume 
more organic products, especially olive oil and 
vegetables. Greek organics’ market is in entry level. 
4. Consumers care about the designation of origin 
more.  
5. Consumers turn to snacks in a fast rate 
27.3 
18.2 
27.3 
18.2 
 9.1 
2. Future      1. Organic food sector is growing globally. 16.7 
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    planning 2. Focused on snacks that are growing at a faster rate. 
3. Transition to organic farming is in focus. 
4. Importing meat is not favorable.  
50.0 
16.7 
16.7 
2-1 CF future  
       planning 
1. Organics’ market has potential but not in the 
nearest future. 
2. Focused to snacks and olive oil meat-products. Soon 
to expand business to fresh meat and fresh meat-
products. 
3. Focused on unique products following the highest 
technology. No use of preservatives or chemicals.  
4. Packaging with the sign “Crete” is much stronger 
5. The Agronutritional Cooperation of Crete has 
limited resources of certified members for future 
cooperation. 
6. Transition to organic farming is probable. 
21.0 
21.0 
 
 
19.0 
20.0 
9.0 
10.0 
3. Healthy   
    nutrition    
   values 
 
 
1. Quality controls, international food standards and 
CSR act proactively for the health of consumers 
2. Olive oil is part of a healthy nutrition, but it is argued 
if a meat-product that contains the same olive oil 
shares the same attributes and health benefits. 
There is even a view that olive oil is not contributing 
to healthy living or wellness. On the other hand, 
there are claims that an OOMP can be part of a 
balanced healthy diet and that they can be 
consumed every day in large quantities.  
3. An organic product is perceived as a premium one. 
4. Cretan diet is promoted 
25.0 
50.0 
12.5 
 12.5 
4. OOMPs 
 
1. All respondents were aware about the OOMP 
technology and products. 
2. Participation at the innovation of OOMPs. 
3. OOMPs are unique in the meat-products market. 
21.4 
7.1 
7.1 
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4. OOMPs contain mostly lean meat which enriched 
with extra virgin olive oil.  
5. Their price is lower than their quality. 
6. Safety is promoted and the use of pure ingredients 
without any chemicals or preservatives is 
demonstrated. 
7. Full of beneficial nutrients, the OOMPs can be 
incorporated easily in healthy living but on the 
other side there are claims that those benefits need 
to be overhauled. 
8. OOMPs are a best seller in the market. 
9. Main competitor is the “healthy” recipe meat-
products called Viveur. Their scope is to keep the 
ingredients according to international standards, 
with the finest quality and better taste.  
10. The competitors claim that OOMPs are selling high 
because consumers are misguided by the use of 
olive oil 
7.1 
7.1 
21.4 
 
 
14.3 
7.1 
3.6 
3.6 
5. Organic OOMPs  
5-1 (consumer  
       preferences) 
 
1. The Greek market in an entry level, but has 
potential and the Greek consumer needs to be 
trained to buy organic food 
2. Buyers of organic food products are perceived as 
people who act following a certain mentality, that 
have higher standards and support sustainable 
methods of production that are ecofriendly.  
3. The organic products have created a global trend. 
4. Greek consumers buy usually organic vegetables 
and olive oil. 
5. Consumers in Greece support local brands which 
are honest and reputable but are not keen on 
aggressive marketing tactics and higher prices. 
45.5 
9.1 
18.2 
9.1 
18.2 
 
 
 
     22 
5-2 (market 
channels) 
 
1. Specialty organic retail stores 
2. Supermarkets and current distributors  
 
40.0 
60.0 
5-3 (production  
       of organic  
      OOMPs) 
 
1. The manufacturing technology is not an issue as it is 
the same and production is feasible 
2. Production requires changes in the supply chain.  
3. Products labelled with the sign Crete are more 
preferable in the market than those with organic 
signs 
4. Using imported meat in production is not a choice. 
5. Organic raw materials could be expensive and more 
sensitive. 
42.9 
35.7 
7.1 
7.1 
7.1 
5-4 (segment  
       attributes) 
 
1. Premium meat-products, with extra quality 
2. Higher prices  
3. Organic certification process is argued  
4. New global trend 
5. Conventional OOMPs look inferior and may harm 
sales 
37.5 
25.0 
12.5 
12.5 
12.5 
5-5 (supply  
       chain) 
1. Suppliers could not meet a high demand 
2. Importing organic ingredients is possible, but it 
could hurt the company’s reputation 
3. The current organic farmers that are members in 
the Agronutritional Cooperation in the Region of 
Crete, are few. 
4. Organic olive oil is sufficient to meet production 
capacity 
5. No problem finding organic resources 
6. Transition to organic farming is possible in order to 
acquire plenty resources 
40.0 
20.0 
10.0 
10.0 
10.0 
10.0 
 
Apart from content analysis with the conventional statistics approach the qualitative 
analysis software offered some intuitive tools that could actually tell a story to someone that 
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at a glance could shape an image about what is being discussed in a thematic node. Word 
clouds offer that visual representation of the content but in more loose way as the computer 
cannot identify the connection between meanings but can only count the most frequent 
words in the discussion according some attributes that are set by the researcher. Since the 
interviews were structured, it was decided not to follow the exact word rule but expand 
possibilities to synonyms. In figures 9 to 11, word clouds are presented according to thematic 
nodes 1 to 5 (see figure 9, 10, 11). 
                   
Figure 9. Word clouds for nodes "Consumer Habits" (left) and for node “Healthy Nutrition 
Values” (right). 
 
                                 
Figure 10. Word clouds for nodes "Future planning" (left) and for sub-node “CF future 
planning” (right). 
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Figure 11. Word clouds for nodes "OOMPs" (left) and for pooled node (5-1 to 5-5) 
“Organic OOMPs” (right). 
 
4.2.2. Market research survey: Descriptive analysis 
All raw data were processed in Microsoft Excel 365, and then exported to Statgraphics 
Centurion 18, for descriptive analysis. Associations between qualitative variables were 
carried out using cross-tabulation while to compare and analyze further the quantitative 
variable, Analysis of Variance (ANOVA) had been used. The analysis had been carried out 
based on the five main axes (research question categories): 
a. Demographic factors (sex, age, education, income) 
b. Physical profile (activity)  
c. Consuming habits (consuming of olive oil, fast food, meat, meat-products, organic food) 
d. Commercial information: (knowledge of olive oil meat-products (OOMPs) places to buy 
organic food, communication for organic food products) 
e. Selection criteria (contribution to blood stream health of OrgOOMPs, quality of 
OrgOOMPs, safety of consuming OrgOOMPs, willingness to pay a “premium”, and suggest 
the price to pay). 
The results of the survey are presented below according to their respective axes, while all 
tables and figures are presented at Annex II, point B. 
For validation purposes the following X-plot figure (see figure 12), represents the time 
that all cases responded to the survey. There were 198 values (small blue boxes) ranging 
from 16-1-19 (10:46) to 20-1-19 (16:16). The biggest majority responded (nearly 180 classes) 
on the first and second day of the survey. 
 
 
 
     25 
 
Figure 12.Timestamp of the research survey. 
 
A. Demographic factors 
 
Our sample consisted of 198 people. The majority of them were men (110 cases, 55.6%), 
while women were only 88 cases or 44.4% (see Annex II. B., Table I). According to statistics 
in Greece that sample is close to the percentages in Greek population. 
Most of the participants were up to the age of 45 (nearly 73.7% of the sample), while the 
age group of people more than 65 years old were a small minority of 2.5%. That could be 
explained, because that age is not frequent even in adult education services. At the survey a 
small percentage of 7.6% participated from the age group below 25 years old (see Annex II. 
B., Table II). 
The educational level of the respondents had been relatively medium as most of them 
(nearly 46%) had the basic education (up to high school), although the participants with 
university degree and post-graduate studies had a higher percentage of almost 54% (see 
Annex II. B., Table III). 
Most of the participants had declared an income up to 20,000 € (nearly 85.3%), with the 
majority between them (59.6%) under 12,000 €. Nearly 7.6% had an income between 20,000 
and 30,000 €, while a small percentage of 7% had more than 30,000 € (see Annex II. B., Table 
IV).  
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B. Physical profile 
The physical profile of each participant had been estimated on the level of physical 
activity. The level of activity reflects how lifestyle is perceived and if someone had adopted 
a more energetic way of living. That of course reflects on the choices of food consumed every 
day. Most of the participants had low to moderate level of activity (up to 67.7%), while a 
greater percentage had 29.2% of higher/workout activity and only a small percentage of 3%, 
seems to have adopted an athletic lifestyle (see Annex II. B., Table V). 
C. Consuming habits 
The consumer’s behavior is based on different beliefs about food and altogether 
contribute to consuming profile. As said above, consuming of olive oil is a major driver to our 
survey of the meat-products with substitution of fat by olive oil. It is essential to know if our 
sample is accustomed to consuming olive oil. It proved that the majority of the participants 
are frequent consumers (every day) with a percentage of about 81.3%. A percentage of 
nearly 14.6% is consuming olive oil on weekly basis, while consuming rarely or never only 
the 4% (see Annex II. B., Table VI). 
As most of fast food preparations contain lots of meat-products, it is good to know 
whether our participants consume them and how often. The biggest percentage of 60% 
consumes them rarely while another 37.9% consumes them on weekly and everyday basis 
(see Annex II. B., Table VII). 
It is appropriate to know meat consumption, as it is a major driver. On the other hand, it 
is important to know how often meat is consumed to support our predictions of consuming 
olive oil meat-products. Most of the participants (82.3%) were moderate consumers (rarely 
or on weekly basis), while a percentage of 17.7% consumed meat on daily basis. Please note 
that there had been no “never” answers, which means that our sample was meat consuming 
oriented. After all, that was that our initial hint when conducting the survey sampling (see 
Annex II. B., Table VIII). 
The frequency in consuming meat-products, especially delis like sausages, ham, pork 
shoulder etc., is a very important factor to our survey. According to the number of 
observations, the highest percentage, about half of sample cases (57%) were consuming 
meat-products on a weekly basis, while 21.7% consumed them rarely. Another percentage 
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of nearly 20.2% consumed them every day, while only a very small percentage of about 1% 
never (see Annex II. B., Table IX). 
Organic food consumption is the most significant driver as our survey focuses on the 
marketing of organic meat-products. It showed that most of the respondents (53.5%) 
consume organic food products rarely, while a smaller percentage (23.7%) of them on a 
weekly basis. A much smaller percentage (9.6%) consumes them daily while the 13.1% never 
did (see Annex II. B., Table X). 
D. Commercial information  
It is valuable to know if the tested sample reflected the information in the market. To 
realize that their preferences were based not only on intuition but on structured thinking 
that comes from knowledge. In our survey, it was important to know if our sample was 
familiar with the existence of OOMPs. Most of the respondents (72.7% of the 198 cases) 
replied positively, while the 27.3% negatively (see Annex II. B., Table XI). 
Most of the respondents (78.3%) found the most convenient place to buy organic food, 
and OrgOOMPs at the supermarkets while 12.6% preferred the specialty organic stores. 
Smaller percentages of 5% and 4% preferred “delicatessen stores” and “outdoor open 
organic markets”, respectively (see Annex II. B., Table XV).  
Online social media and the Internet proved to be the most preferable communication 
platform for most of the respondents (55.6%), while a smaller percentage of 26.3% follows 
the traditional television and radio commercials. As for printed material, flyers got a low 
percentage of 10.6% and finally newspapers and magazines the smallest percentage of 7.6% 
(see Annex II. B., Table XVI). 
E. Selection criteria  
Olive oil is the basic element of the Cretan or Mediterranean diet and as described above 
acts positively to the prevention of all cardiovascular risk factors (dyslipidemia, obesity, 
diabetes, and hypertension) (Moghadasian, 2012). Most of the respondents (65.6%) 
expressed a very positive attitude towards the health claim by OrgOOMPs, concerning the 
blood stream health. Almost a quarter of the respondents (25.2%) showed neutrality and a 
small percentage of 9.1% disagreed (see Annex II. B., Table XII). 
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To gain insights into consumer behavior you need to specify and elaborate on the criteria 
that lead consumers to act. The perception of quality is projected, although it might have a 
slightly different meaning to each one of us. But when there is a standard to refer to, then it 
is easier for someone to make a comparison. So, most of the participants in the survey 
(73.74%) expressed positive attitude to the perceived quality of OrgOOMPs, while 22.2% 
were neutral. Only a very small percentage of 4% expressed negativity (see Annex II. B., Table 
XIII). 
Safety reasons are significant to decision making. Generally, an organic food product is 
considered safe as that is the definition of organic products, where there is no use of 
chemicals or any other additives like hormones or antibiotics etc. In the greatest percentage 
of the respondents (71.7%), the OrgOOMPs were safer compared to conventional meat-
products, while to a lesser percentage of 4.5% not (see Table 13). Again, a very small 
percentage but nearly a quarter (23.7%) were neutral (see Annex II. B., Table XIV) 
Finally, price is a major driver to motivate the consumer. To depict if they really 
understood the perceived value of the new OrgOOMPs, they were asked if they were willing 
to pay more, to pay a “premium” for those meat-products. 67.2% responded positively while 
the rest (32.8%) negatively, which is expected, as we are still in times of great recession and 
the macroeconomic environment is depressing the sentiment of consumers. 
 The participants were motivated to suggest a proper price selecting between two limits: 
a low limit (10.00 €/kg) and an upper limit (20.00 €/kg). The average price suggested by the 
participants was 12.32 € per kilo. The standard deviation is at 2.24 Euros, while the 
coefficient of variation at 18.22%. (see Annex II. B., Table XVIII).  
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Figure 13. Box-and-Whisker Plot7 (left) and Normal Probability Plot (right), for the price 
to pay for OrgOOMP (in Euros).  
 
As we can see the mean is higher than the median, and the normal distribution is positive 
or right skewed, which means that all values were in the lower portion of the distribution, 
and a long tail on the right is caused by extreme values: that’s why the mean is greater than 
the median (Berenson, 2015). The same observations could be seen at the boxplot and the 
normal probability plot, which helped us visualize the shape of the distribution (see figure 
13). 
 
F. Associations (Crosstabulations and One-way Analysis of Variance) 
For the purpose of this survey, apart from summary tables, presenting values and 
frequencies for each qualitative variable (category), cross-tabulates or contingency tables 
had been used to study patterns that might exist between variables. Also, the use of one-
way analysis of variance (ANOVA) had been incorporated to reveal possible associations 
between the quantitative variable (price to pay for OrgOOMPs) and the categories.  
Following the five-axis structure (see chapter 5.1.2.) that had been used to capture the 
beliefs and preferences of our sample, the cross-tabulates between them, were designed to 
reveal: 
i. the consuming habits of age groups concerning organic food in terms of income 
(crosstabulation, AGE X ORG -INC)  
ii. the educational level and the consumption of organic food in terms of knowledge 
about OOMPs (crosstabulation, EDU X ORG -OOMPs),  
                                                        
7 The mean price is presented by a small red cross in the grey area next to the median. 
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iii. the activity level and fast food consumption to the expected health benefits to 
blood stream health from OrgOOMPs consumption (crosstabulation, ACTIV X 
HEALTH), 
iv. fast food consumption to the expected health benefits to blood stream health 
from OrgOOMPs consumption (crosstabulation, FASTF X HEALTH) 
v. the effect of income to the perception of quality for the OrgOOMPs in terms of 
willingness to pay more or not (crosstabulation, INC X QUAL -PREM), 
vi. organic food consumption to the improvement of cardiovascular health in terms 
of differences between sex groups and finally (crosstabulation, ORG X HEALTH -
SEX), 
vii.  the relationship of income and the beliefs for the expected price to pay for 
OrgOOMPs according to their willingness to pay more (ANOVA, INC / PRICE -
PREM). 
All tests and associations are presented in the Annex Part II, tables XIX to XXV. Values and 
percentages are presented in frequency tables and tables of independence tests. The results 
for points (i) to (vii) are presented in table 4 (see table 4). For the presentation of the ANOVA 
test (see Annex II. B., Table XXV), Box-and-Whisker Plots had also been used (see figure 14). 
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Table 4. Associations between qualitative and quantitative variables (the p-value shows 
the results of the independence test). 
Crosstabulations Selection 
classes 
Comments P-value 
AGE X ORG -INC 
 
 
 
 
 
 
Tables XIX (a)-(d) 
<12,000 € In the lower income class, the greater percentage (42,3%) of 
people in the age of 25-45 yrs, consume organic food rarely. The 
same age group when has an income of 12,000 to 20,000 € or 
20,000 to 30,000 €, follows the same pattern in a percentage of 
43% and 46% respectively. In the highest income class (>30,000 
€) the highest percentage of 35.7% refers also to rare organic food 
consumption. Dependency between age and organic food 
consumption is present only to levels of income up to 20,000 €.   
0.01998 
12,000 € 
20,000 € 
0.0109 
20,000 € 
30,000 € 
0.1212 
>30,000 € 0.5872 
EDU X ORG -OOMPs 
 
 
 
 
Tables XX (a) – (b) 
YES Education and organic food consumption showed an independent 
relation. The highest percentage of 22.9% that new about OOMPs 
consumed organic food rarely and has high-school education 
level. On the other hand, nearly half of the population that didn’t 
know about OOMPs rarely consumed organic food with education 
level equally from high-school and university. 
0.5835 
NO 0.2306 
ACTIV X HEALTH 
 
 
 
Table XXI 
- Activity is considered a driver to healthy lifestyle and indeed 
activity is closely dependent to the improvement of blood stream 
health from OrgOOMPs. The greatest percentage (37.9%) of the 
respondents had moderate activity and expressed a positive 
attitude towards the health benefits after consuming OrgOOMPs.  
0.0379 
FASTF X HEALTH 
 
Table XXII 
- Fast food consumption proved a very dependent category to the 
positive expected effects to cardiovascular health by consuming 
OrgOOMPs. Almost 42,43% of the respondents that had a positive 
attitude, consumed fast food rarely. 
0.0111 
INC X QUAL -PREM 
 
 
 
Tables XXIII (a) – (b) 
YES The lowest income level (<12,000) answered positively regarding 
the perceived quality irrelevantly of their willingness to pay a price 
“premium” or not (50,4% and 38.5%, respectively). Income 
showed dependency to the perceived quality of OrgOOMPs only 
to those people that were not willing to pay more. 
0.8011 
NO 0.0090 
ORG X HEALTH -SEX 
 
 
 
Tables XXIV (a) – (b) 
MALE Although the greatest percentage (39.0% in men and 27.28% in 
women) reacted positively to the blood stream health improvement 
by consuming OrgOOMPs, they referred to the class that 
consumed organic food rarely. The male sample showed a 
dependency between the values of organic food consumption and 
the pronounced health effect. 
0.0113 
FEMALE 0.4578 
INC V PRICE -PREM 
 
Table XXV 
YES There is not a statistically significant difference between the mean 
of price to pay, concerning both classes (agreed to pay more and 
disagreed to pay more). So, all income classes responded in a 
uniform way. 
0.59349 
NO 0.0569 
                                                        
8 If the P-value is greater than or equal to 0.05, we cannot reject the hypothesis that rows and columns in   
  crosstabulations are independent at the 95.0% confidence level.  
9 At the ANOVA test. since the P-value of the F-test is greater than or equal to 0.05, there is not a statistically  
  significant difference between the dependent variable (PRICE) from one level of income to another at the  
  5% significance level. 
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Figure 14.Box-and-Whisker Plots of price to pay by income in terms of agreement to pay 
more (top) or not (bottom). 
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4.3. Marketing Strategy 
For any long-term successful marketing strategy, it is a prerequisite for products or 
services to be well positioned in the market. Marketing positioning strategy as Doyle in 1983 
said (Brooksbank, 1994), refers to the selection of target market segment, describing the 
customers to serve and the differential advantage to beat the competition. It makes sense 
to segment the market before you launch a new product. Segmentation criteria should be 
accessible, measurable, identifiable, sustainable and homogenous  (Balabanis, 2018). After 
segmentation according to the process of positioning strategy customers should be targeted, 
competitor’s targets investigated, and the competitive advantage defined. The idea is to 
segment the market by the product’s distinctive strengths. Before that, the new product’s 
strengths, weaknesses, opportunities and threats (S.W.O.T.) analysis help to get an overall 
picture of the external and external forces that might favor or jeopardize the plan. 
As soon as the positioning plan is concluded, it is translated into action by putting together 
the decision elements of the marketing mix10 to fit the needs of the target. The mix should 
be perfectly shaped so that the target market perceives that as superior to the competition, 
reflecting the competitive advantage. The process of marketing positioning strategy is 
illustrated at figure 15. 
          
Figure 15. Marketing positioning strategy (adopted from Brooksbank, 1994)          
 
 
                                                        
10 the 4 P’s: Product, Price, Promotion and Price 
S O
W T
Select competitor target
DEFINE COMPETITIVE ADVANTAGE
Select customer targets
Product Promotion
Place Price
4P's
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4.3.1. SWOT analysis 
The Strengths, Weaknesses, Opportunities and Threats of the new product line that could 
be manufactured by Creta Farms “EnElladi” brand, are listed in an order of significance 
ranked from top to bottom, the first item (i) on the list being the most important.  
S T R E N G T H S   
i. The first 100% organic meat-product in the market. 
ii. OOMPs have been already accredited by consumers as having great taste, quality and 
being healthy11. 
iii. Huge supply chain network for organic olive oil. Creta Farms private label olive oil 
already distributed to Ho.Re.Ca. channels (B2B)11. 
iv. The manufacturing plant is ready to produce. No need for new machinery or 
alternative technology. 
v. Existence of mature market channels. 
vi. Part of the “EnElladi” OOMPs which are considered an element of the 
Cretan/Mediterranean diet.  
vii. Creta Farms is the market leader in the meat-products sector according to 2007 ICAP 
Analysis in Greece. 
W E A K N E S S E S   
i. Organic pig meat is not enough for full capacity in production.  
ii. High production costs for organic pig farming, although the transition is favorable. 
iii. Importing meat is not preferred, as it changes the profile of the company, which 
trades only Cretan origin products. 
iv. Organic OOMPs are going to be costly and priced higher. 
v. Current strategy is focused to snacks, pizzas etc. 
vi. Managing the certification process for Organic OOMPs. 
O P P O R T U N I T I E S   
i. No other big competitor has a fully organic meat-product. 
                                                        
11 Creta Farms, Corporate presentation For Hellenic Fund and Asset Management Association, June 7th  
    2016, Athens Exchanges 
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ii. European Organic Meat sector is well developed and expanding: opportunities for 
exporting. 
iii. Greek organic food market is in entry level and customers need guidance and 
training. 
iv. Greek consumers are slowly adopting the international food trends. 
v. Greeks are consistent olive oil consumers and prefer olive oil products. 
vi. Cretan products are favorable in the market. 
vii. Organic products are perceived of more quality and an innovative organic product 
could skim the market. 
viii. Small niche markets, like that of people dealing with a more athletic lifestyle have not 
yet been addressed by the food industry.  
T H R E A T S   
i. Under developed organic market in Greece. 
ii. Consumers question veracity in organic certification process. 
iii. High price “premiums” compared to conventional meat-products. 
iv. Discrepancies in the nutritional values, as meat-products -even organic ones- cannot 
be consumed in large quantities daily. 
v. Shortages in the supply chain, without any proactive planning to meet demand. 
vi. Competitors like “Viveur” battle with OOMPs in terms of product quality, according 
the international food standards. 
4.3.2. Segmentation – Targeting – Positioning 
Studying the results from the survey we see that age groups recorded a more predictable 
behavior against the consumption of organic food, but age can also be an indicator of 
physical condition in terms of health and perceived quality of life.  
Activity is a driver to the perception of the positive blood stream health effects, an effect 
that relates directly to the benefits of olive oil consumption. But, according to Special 
Eurobarometer 472, published on December 201712, levels of participation in sports activity 
                                                        
12 Special Eurobarometer 472 - December 2017, “Sport and physical activity”, doi:10.2766/483047 ©  
    European Union, 2017 
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have not changed significantly since 2013 with increased proportion of those who never 
exercise or play sport up to 4%, marking a gradual trend since 2009.  
In table 5, we try to depict the separate segments according to age classes and see where 
the most favorable qualitative attributes are. The algorithm behind that process of selection 
was done by the aim of Statgraphics Centurion 18 and counts the highest percentages from 
all the respondents (positive answers) for each attribute for the respective age class minus 
the negative answers (strongly disagree and disagree/never-rare/no). Neutral answers are 
not counted. The biggest sum reveals the most coherent age group. Since we want our 
segment to be homogenous the highest sum between the four age groups divided by the 
people to each age group, will reveal the most preferable segment (highest positive ratio) in 
terms of age (see table 5). 
Table 5. Segmentation attributes process.  At the bottom of the table there are also 
some attributes that characterize each age group and complete targeting the market 
segments. 
  Age Groups 
Se
gm
e
n
ta
ti
o
n
 
Attributes (%) <25 yrs 25-45 yrs 45-65 yrs >65 yrs 
Olive oil consumption 6.56 59.09 23.74 2.53 
Meat-products 
consumption 
6.57 38.89 8.59 0.51 
Organic food 
consumption 
0.50 30.81 3.53 0.50 
OOMPs knowledge 1.52 25.76 16.66 1.51 
OrgOOMPs health effect 4.04 36.36 15.65 2.53 
OrgOOMPs safety 6.07 38.89 20.20 2.03 
OrgOOMPs quality 5.05 45.44 18.18 1.01 
Pay “more” 5.56 19.70 8.58 0.51 
Total (%) 35.87 294.94 115.13 11.13 
Frequencies 
(see, Annex II., B., table II) 
15 131 47 5 
Ratio (Total/Frequencies) 2.391 2.251 2.450 2.226 
Ta
rg
e
ts
 
Market channels Supermarkets Supermarkets Supermarkets Supermarkets/Open 
organic market 
Communication  Online/ 
TV-Radio 
Online/ 
TV-radio 
Online/ 
TV-radio 
Online/ 
Newspapers 
Price to pay (€) 10.00-12.00 10.00-12.00 10.00-12.00 10.00 
Income (€) <12,000 <12,000 <12,000 <12,000 
Activity Moderate Moderate Moderate Moderate 
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The age group of 45-65 yrs, looks the most preferable age group to target, as it showed 
more homogeneity within the segment. The rest of the attributes concerning the market 
channels, communication, price to pay, income and activity don’t differentiate much 
between the segments. This segment generally refers to people who already have a status 
in their life, either single or married, most of them with children, who surely think more of 
their way of living and could dedicate their time and effort to choose between a meat-
product that offers some benefits instead of a conventional one. The unique selling 
proposition is that the new line of meat-products it is not only of good quality but “it is in 
your best interest” to choose, especially if you are in a fragile age group like 45-65 and want 
to keep fit and healthy until the time of retirement and beyond. The 100% organic food 
products that this age group with income less than 12,000€, consumes in its majority (7,63%, 
see Annex II, B., table XIXa) on weekly or everyday basis, fits our major strength, as described 
previously. 
“Positioning is not what you do to the product what you do to the mind of the consumer! 
(Balabanis, 2018). We would like consumers to think of the new Organic OOMPs as a healthy, 
and safe, but also tasty and premium choice, a new line of meat-products that is 
complementing and not replacing the conventional OOMPs. 
4.3.3. Marketing Mix – the 4P’s 
When planning a strategy, a framework is needed to design it. Though old fashioned (dated 
since the 60’s), the 4P’s or else said the marketing mix, describes a different “P” element 
that influences the consumer decision-making process: Product, Place, Promotion and Price. 
After defining our audience, namely targeting the market segment, we need to specify to 
consumers details about our product, our distribution channels, how they can be accessed 
and finally what is the actual price for the value offered. 
Product 
A new product is not just an intangible piece that came from a manufacturing process. It 
is what it stands for. What drives the consumer to select it among so many others? What are 
the solutions it brings? Why should someone be attracted?  
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For the new Organic OOMPs the answer is simple. They are unique and bring together the 
Cretan/Mediterranean philosophy and the most fast-growing trend internationally, organics. 
It is a Cretan product with international impact. A product that helps fight the saturation of 
the body with animal fat and cholesterol. Of course, as the ancient Greeks said, “metron 
ariston” or as Hippocrates said, “let your food be your medicine” it is not within the 
boundaries of healthy eating to consume excessive amounts of meat-products. OrgOOMPs 
are a health shield. They could also be included in clinical dieting schemes. 
Since the company is oriented to snacks production, the new line of organic meta-
products could be introduced in the form of snacks, preferably in small packaging to 
encourage trialability. Since snacking consists of small meals during the day, organic meat-
product snacks could be presented together with other organic products such as organic 
vegetables or organic dairy products, to further promote the organic attributes and signal 
that snacking can be healthy and safe. 
Is essential for Cretan products to have all the proper labelling design that states clearly 
the origin of the product, something that was declared in the interviews. Apart from origin, 
all health and safety features should be printed in a distinct way that our target group can 
easily read them and get the information. And of course, as we discussed before, the word 
“Bio-“ should dominate the label, in order to make them differentiate clearly among other 
meat-products on a supermarket shelve. 
 
Place 
As mentioned in the interviews, a big firm like Creta Farms, with already many established 
marketing channels doesn’t need to “reinvent the wheel”. Apart from distributors and 
wholesalers, their presence in the market is extensive and consumers can find them in 
any store. Since a new organic meat-product requires proper placement, it is good to start 
from all the big supermarket chains. As reviewed before, a global transition is evolving, 
for organic food products mainly to supermarkets. Many supermarkets have separate 
sections for organic products, which is very helpful in the case of organic olive oil meat-
products as they are unique and could easily stand out in the eyes of the consumer. 
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Promotion 
Promotion covers all communication tactics, and lets a firm distribute the message that 
will bring the solution to consumers’ mind. To our target age group which consists of middle-
aged people is important to stand out from competition and communicate in rather more 
personal and direct way. Since most of that age group follows more traditional ways of 
communication, the tv and radio advertisements look more appropriate to convey the 
message, although many of them had picked as preferable communication way the internet 
or social media like facebook, Instagram, twitter etc. It is true that the diffusion of social 
media even to older ages is now more intensive than it was ten years ago. Personalized 
messages through their social media accounts would be appreciated.  
Sales promotion activities could also be appreciated in local organic open markets, as this 
age group is a frequent customer to those, getting them not only to try the new product but 
to small talk about the benefits that those organic meat-products have to offer them. And 
clarify to them that organic food means better health and better life, not only to them but 
to their beloveds as well.  
As mentioned before the combined meat-product with other organic food products could 
promote further the organic philosophy and their nutritional values. 
Price 
Pricing is a very delicate issue, because no one wants to set a low price and earn less 
profits, but on the other hand is price is set up high consumers might find that extremely 
expensive or unnecessary. There should be the right connection between value and price, to 
serve the customers but not to affect investors’ sentiment or reduce shareholders’ value.  
One of the executives stated that the prices for conventional OOMPs are low concerning 
their nutritional value. But on the other hand, since they are selling high and have captured 
a big share in the market it could be implied that the current pricing is appropriate. According 
to our respondents’ views and especially those in our target group, their willingness to pay 
more was appreciated but later when they were asked to set a price the majority picked a 
price between 10.00 and 12.00 euros per kilo, which is considered to be a low price, even for 
conventional meat-products. That shows that the macroeconomic environment in the Greek 
market has created a depression to market sentiment. Since organic raw material is 
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expensive, the manufacturing cost is going to be slightly higher and so would be the price. 
Of course, minor problems concerning the supply chain could be adjusted by careful planning 
of production in order not to insert any extra cost into production. The company should bear 
in mind that value should reflect not only production and distribution coasts and the 
expected profit, but also the consumer demand and the competitors’ prices, although the 
product itself is differentiated. 
5. CONCLUSIONS 
Positioning marketing strategy helps introducing a new product line like OrgOOMPs to 
the market. Market research and in-depth analysis help shape the overall picture and the 
acceptance of a new meat-product, especially when it refers to organic food segment in the 
Greek market that still is growing. Limitations in research were somehow predictable but 
could not be surpassed as the executives that accepted to participate in the research were 
very distant and difficult in approaching or talking to them. It needed extra time and effort 
and some networking support from peers in the industry to help the task. Considering the 
population of the survey, there could be more participants, but as seen at the timestamp 
graph, only the first two days of the survey were attracting more views and extending time 
for the survey could not add more benefits. Since the survey was carried online, we don’t 
know about the presence of any psychological bias, but that had been the context for all 
participants. 
Reviewing results from the descriptive analysis we realize that the survey sample has 
demographic characteristics like those presented by the official statistics service in Greece 
and could be characterized as a representative sample.  
Participants in their highest percentages were men adults, between the age of 25 to 45 
yrs., with an average education level (high school), with an income below 12,000 euros, 
having a moderate activity level, consuming olive oil on everyday basis, rarely consuming 
fast food, consuming meat and meat-products on weekly basis, having good knowledge of 
the market as they know about olive oil meat-products. On their highest percentages they 
think that OrgOOMPs have more quality than other conventional meat-products, which 
apart from being beneficial for blood stream health, are preferred in terms of safety. Most 
of the participants would pay a “premium” but no more than 12.32 € per kilo. 
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The overall picture might seem very stable and indeed olive oil meat-products are selling 
good at the market but there were some insights that couldn’t be depicted. Considering the 
axes on which the questionnaire had been structured, there was hidden information to be 
revealed. In depth analysis, correlating observations helped us shape sound beliefs and an 
image close to the real one for the entire population, translating cross-tabulates to trends 
and tendencies that might lead to consumer behavior. It was of foremost importance to 
correlate standard features such as demographic factors (sex, age, education and income) 
to the recorded observances, and see if there was any hidden truth or if the sample had been 
irrational or had negligence.  
Correlating the habits of age groups to consuming organic food products, we discovered 
that the age group of 25-45 yrs., not only is the dominant group in the survey but also has 
the greatest percentages in consuming them rarely while on the other hand the age group 
of 45-65 yrs consuming on weekly basis following a more stable behavior. The educational 
level seems that it does not affect any qualitative aspect in the survey, maybe due to the 
relatively young age of organic market in Greece and the lack of information. Comparing 
negative answers concerning organic food consumption the group of compulsory education 
had zero negative attitudes (never).  
Comparing the aspects about organic consumption throughout the different age groups, 
we discovered that age group of 45-65 shows more stable consuming habits. On the other 
hand, the behavior in age group more than 65 yrs, is more stable, but it is somewhat a small 
sample to extrapolate to the population. Our decision to focus on the group of 45-65 yrs, 
was the stable attitudes and homogeneity of the group through the whole survey, according 
to frequencies and statistics.   
The level of activity compared to a perception of health benefits, concerning the blood 
stream health, are related statistically. It is accepted that exercise shapes body and mind and 
those who exercise think twice before consuming anything, especially when containing 
animal fat. The initial thought was that the replacement of animal fat with olive oil could 
trigger their minds and make them think positively about the health benefits from olive oil. 
Health benefits are appreciated though most of the participants have a moderately active 
lifestyle. 
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Differences between sex groups concerning the consumption of organic food and the 
perceived health benefits by consuming OOMPs, were not so immense. Indeed, male seem 
to be more related to their choices accordingly, while females are not related statistically. 
The biggest percentage (62%) of positive attitude concerning health when paired to 
consumption of organic food (rare-weekly-everyday) refers to males while the same 
percentage for females is up to 52%. 
Income is a very important driver that contributes significantly to consumer behavior. The 
responses recorded though were not satisfactorily clear. It looked as all groups thought the 
same, and perhaps that was true because of the economic crisis that has been dominating 
Greece nearly a decade. Asked price fluctuations occurred in all income groups with values 
congested near the lowest price. That could lead to the conclusion that consumers were in 
deep trouble and acted more spontaneously. It is also significant to say that the margin 
between the asked price and the consent to “pay more “ is only 2 Euros. So, even those who 
are willing to pay more they cannot exceed a glass ceiling of 16 Euros, while the highest price 
for those who are not willing to pay more is up to 14 Euros. 
Although the survey depicted some of the basic trends and beliefs of the consumers that 
participated, it also pointed out some basic insights: that health issues are always 
considered, especially when talking about food. These results are aligned to literature, 
showing that consumers favor organic foods because are healthier, safer, have greater 
nutritional value, for which they are willing to pay more (see also chapter 2.5.). 
Food is influential and shapes the whole attitude of a person and in overall helps the 
society improve. A brand should always think ahead of the established market conformation 
and search for further solutions that promote living, especially when talking about food. Not 
to say that organic food consumption is friendlier to environment. Organic olive oil meat-
products could be a breakthrough and support further the image of innovation that follows 
Creta Farms, not to say it proves that innovation could be adoptive of the global sentiment 
and work in consumer’s best interest.  
Doing the aftermath, we see that organic olive oil meat-products could be introduced in 
the market, as the overall perceptions recorded are favorable and if positive consumer 
action is taken, a greater share of the market could be conquered.  
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ANNEX 
 
Part I. Market research interview 
A. Structured questionnaire 
 
My name is Michailidis Georgios and I am a veterinarian and postgraduate student (EMBA) at the 
School of Economics, Business Administration and Legal Studies at the International Hellenic 
University, based in Thermi, Thessaloniki. Dealing with food is in my every day agenda, mostly with 
meat and meat-products, as I am a trainer at the Thessaloniki School of Meat Professionals. 
You are kindly requested to contribute with your experience and your knowledge in the process of 
my postgraduate dissertation by completing a questionnaire of 5 open questions. This questionnaire 
is available in bilingual form (Greek and English). All information will be treated as confidential and 
anonymous. 
You can send it back to me by e-mail or let me know when we could discuss at your own time…  
Thank you in advance!   
For inquiries: gmichaelidis@hotmail.com (e-mail) 
    6980080809 (mobile)
 
 
II 
 
QUESTIONNAIRE FOR EXECUTIVES FOR THE PLANNING AND STRATEGY OF MEAT-
PRODUCTS WITH ORGANIC ORIGIN (please fill in your answer below under each question. 
If you want or find it useful to supply any other clarification, please do it at the end of the 
questions. Thank you very much for spending your precious time filing that 
questionnaire). 
 
Name: 
Business name: 
Current position in business: 
 
1. a. Do you know that there are meat products whose fat has been partially 
replaced with olive oil? 
 
 b.  What is your opinion of those meat-products? Why should I, as a consumer or a 
customer of your company, prefer them? 
 
2. Do you think it would be feasible for the aforementioned meat-products to be 
made only from organic ingredients (olive oil and pork)? It is evident that the 
technology know-how exists, and I believe the process is the same. 
 
3. Does organic raw material supply meet production capacity? Will somebody need 
to import any organic ingredients? 
 
4. The international literature argues that organic products in the future will consist a 
significant share part of the food market. Do you believe, based on your 
experience, that this could also apply to Greece? 
 
5. If you made meat products based on organic ingredients, how would you promote 
them? As a premium product? Who would you be targeting? Which are the most 
preferred market channels for you? 
 
 
 
III 
 
B. NVinvo 12, thematic nodes with the references from the interview contents 
Some of  the interview content  is  marked with red  ink because  i t  ref lects  an opposite  ide a .  
C O N S U M E R S ’  H A B I T S  ( N O D E  1 )  
<Files\\interview-questionnaire 1> - § 2 references coded  [1.79% Coverage] 
 
Reference 1 - 1.12% Coverage 
Consumers trust Cretan products like our olive oil and feel safe about that. 
Reference 2 - 0.67% Coverage 
…snack market which is growing in a faster rate. 
 
<Files\\interview-questionnaire 2> - § 2 references coded  [2.88% Coverage] 
 
Reference 1 - 1.53% Coverage 
Olive oil is essential component of the Mediterranean diet and a vital element in the local economy. 
Reference 2 - 1.35% Coverage 
Greeks would buy more a product with a designation of origin rather than an organic one. 
 
<Files\\interview-questionnaire 3> - § 3 references coded  [3.07% Coverage] 
 
Reference 1 - 0.80% Coverage 
…olive oil which is the flag of the Cretan diet. 
Reference 2 - 1.16% Coverage 
People trust us because all ingredients come from the island of Crete. 
Reference 3 - 1.11% Coverage 
…consumers will turn into organic food. It is an international trend. 
 
<Files\\interview-questionnaire 4> - § 2 references coded  [2.46% Coverage] 
 
Reference 1 - 1.14% Coverage 
Greek consumers follow the international trends in purchasing food. 
Reference 2 - 1.32% Coverage 
…organic foods have started to sell high especially in olive oil and vegetables. 
 
<Files\\interview-questionnaire 6> - § 2 references coded  [4.06% Coverage] 
 
Reference 1 - 1.80% Coverage 
The organic food sector is growing globally, but I believe that the organic market is in entry level in Greece.  
Reference 2 - 2.27% Coverage 
I believe that consumers in Greece would care more about the locality or as we say the designation of origin 
and less about the organic ingredients. 
 
F U T U R E  P L A N N I N G  ( N O D E  2 )  
<Files\\interview-questionnaire 1> - § 2 references coded  [2.98% Coverage] 
 
Reference 1 - 1.56% Coverage 
We are focused now on the deli meat and snack market which is growing in a faster rate than anything else. 
Reference 2 - 1.42% Coverage 
We plan most of our actions around meat snacks and soon around fresh meat and fresh meat-products 
 
<Files\\interview-questionnaire 3> - § 1 reference coded  [0.85% Coverage] 
 
Reference 1 - 0.85% Coverage 
… invest and expand our farming units to organic ones. 
 
 
 
IV 
 
<Files\\interview-questionnaire 4> - § 2 references coded  [3.05% Coverage] 
 
Reference 1 - 1.10% Coverage 
We have expanded our line to deli meats with olive oil for snacks. 
Reference 2 - 1.94% Coverage 
Since the policy is to produce something completely made in Crete, I suppose that importing meat cannot be 
the case. 
 
<Files\\interview-questionnaire 6> - § 1 reference coded  [1.80% Coverage] 
 
Reference 1 - 1.80% Coverage 
The organic food sector is growing globally, but I believe that the organic market is in entry level in Greece. 
 
C F  F U T U R E  P L A N N I N G  ( N O D E  2  –  1 )  
<Files\\interview-questionnaire 1> - § 1 reference coded  [5.93% Coverage] 
 
Reference 1 - 5.93% Coverage 
We are focused now on the deli meat and snack market which is growing in a faster rate than anything else. 
Apart from that, Greek consumers, I feel that they are not trained to choose organic products or even organic 
meat-products. We think that this market has got potential but not in the nearest future. We plan most of our 
actions around meat snacks and soon around fresh meat and fresh meat-products 
 
<Files\\interview-questionnaire 2> - § 2 references coded  [7.61% Coverage] 
 
Reference 1 - 1.95% Coverage 
We are part of the Agronutritional Cooperation in Region of Crete and we don’t have many certified members 
for organic produce 
Reference 2 - 5.66% Coverage 
We are Cretans and we promote healthy living and the Cretan diet. We produce everything without any 
chemicals. No hormones. So, someone could say we are organic. Anyway, I think that the sign “Crete” on the 
packaging is much stronger than the “organic” certification. I think that Greeks would buy more a product with 
a designation of origin rather than an organic one. 
 
<Files\\interview-questionnaire 3> - § 3 references coded  [6.23% Coverage] 
 
Reference 1 - 2.72% Coverage 
A consumer should feel safe that we are taking care of his health and most of all we offer a product that is 
unique and made by the highest technological standards. 
Reference 2 - 2.30% Coverage 
… we could always invest and expand our farming units to organic ones. People trust us because all ingredients 
come from the island of Crete. 
Reference 3 - 1.21% Coverage 
… many consumers will turn into organic food. It is an international trend. 
 
<Files\\interview-questionnaire 4> - § 1 reference coded  [1.10% Coverage] 
 
Reference 1 - 1.10% Coverage 
We have expanded our line to deli meats with olive oil for snacks. 
 
H E A L T H Y  N U T R I T I O N  V A L U E S  ( N O D E  3 )  
<Files\\interview-questionnaire 2> - § 3 references coded  [4.56% Coverage] 
 
Reference 1 - 1.70% Coverage 
Healthy nutrition and high nutritional value are expected after consuming meat-products that contain olive 
oil. 
Reference 2 - 1.84% Coverage 
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… most of nutritionists suggest consuming small quantities of deli meat. That is not the case of olive oil meat-
products. 
Reference 3 - 1.01% Coverage 
We are Cretans and we promote healthy living and the Cretan diet. 
 
<Files\\interview-questionnaire 5> - § 3 references coded  [7.99% Coverage] 
 
Reference 1 - 4.29% Coverage 
… I think the competition exaggerates. Since olive oil is the beneficial ingredient nobody needs to eat olive oil 
from sausages or other deli meats. Olive oil is beneficial as olive oil. I don’t think that there is concrete 
evidence of their contribution in healthy living. 
Reference 2 - 2.34% Coverage 
We do as a company take care of our customers as we follow all quality control systems and deliver products 
that are signing the CSR of our company. 
Reference 3 - 1.36% Coverage 
An organic product is always considered as a premium one… 
 
<Files\\interview-questionnaire 6> - § 2 references coded  [1.98% Coverage] 
 
Reference 1 - 1.17% Coverage 
…olive oil is not the answer to healthy living, to wellness or better living. 
Reference 2 - 0.81% Coverage 
Our products meet all international quality standards. 
 
O O M P S  ( N O D E  4 )  
<Files\\interview-questionnaire 1> - § 4 references coded  [4.68% Coverage] 
 
Reference 1 - 0.31% Coverage 
Yes. It was my idea. 
Reference 2 - 0.59% Coverage 
We are unique in the deli meat sector. 
Reference 3 - 1.42% Coverage 
Olive Oil Meat-products are high quality products and they help someone sustain a healthy living. 
Reference 4 - 2.36% Coverage 
Consumers favor them because they taste better than ordinary deli meats. Olive oil meat products are 
affordable, and someone can add them in their everyday meal. 
 
<Files\\interview-questionnaire 2> - § 5 references coded  [8.10% Coverage] 
 
Reference 1 - 1.41% Coverage 
Of course. Yes. I had been part of the team that proudly developed that new deli meat line. 
Reference 2 - 1.70% Coverage 
Healthy nutrition and high nutritional value are expected after consuming meat-products that contain olive 
oil. 
Reference 3 - 1.73% Coverage 
… feel safe, because we use the best extra virgin olive oil. Their quality is surprisingly higher than their price. 
Reference 4 - 1.84% Coverage 
… most of nutritionists suggest consuming small quantities of deli meat. That is not the case of olive oil meat-
products. 
Reference 5 - 1.41% Coverage 
We produce everything without any chemicals. No hormones. So, someone could say we are organic. 
 
<Files\\interview-questionnaire 3> - § 3 references coded  [7.40% Coverage] 
 
Reference 1 - 1.23% Coverage 
The extra virgin olive oil products are deli meats of the highest quality. 
Reference 2 - 2.02% Coverage 
 
 
VI 
 
Basically, we use mostly lean meat and then we enrich the meat paste with olive oil which is the flag of the 
Cretan diet. 
Reference 3 - 4.15% Coverage 
The meat-products are full of beneficial nutrients, they are healthy, and very tasty. A consumer should feel 
safe that we are taking care of his health and most of all we offer a product that is unique and made by the 
highest technological standards. 
 
<Files\\interview-questionnaire 4> - § 3 references coded  [3.85% Coverage] 
 
Reference 1 - 0.69% Coverage 
Yes of course and they are selling high. 
Reference 2 - 1.87% Coverage 
… the olive oil meat-products are very safe and healthy because they contain only the best extra virgin olive 
oil. 
Reference 3 - 1.29% Coverage 
Since consumers prefer them, they should have a place on the shelve or every food store. 
 
<Files\\interview-questionnaire 5> - § 2 references coded  [2.31% Coverage] 
 
Reference 1 - 1.14% Coverage 
Yes. I am familiar with that. We don’t make those in our factory though. 
Reference 2 - 1.17% Coverage 
I think their benefits concerning health and safety need to be overhauled. 
 
<Files\\interview-questionnaire 6> - § 3 references coded  [5.62% Coverage] 
 
Reference 1 - 2.12% Coverage 
Yes. I know the product. Our Viveur line is battling those because I think we are better, even though olive oil 
is not our basic ingredient. 
Reference 2 - 2.01% Coverage 
We make deli meats and other meat-products with our main scope to taste better than the competition and 
with the finest ingredients. 
Reference 3 - 1.49% Coverage 
I believe that consumers buy them because they think they buy olive oil but that is not the case. 
 
C O N S U M E R S  O F  O R G A N I C  O O M P S  ( N O D E  5 - 1 )  
<Files\\interview-questionnaire 1> - § 2 references coded  [2.47% Coverage] 
 
Reference 1 - 1.58% Coverage 
Greek consumers, I feel that they are not trained to choose organic products or even organic meat-products. 
Reference 2 - 0.88% Coverage 
…this market has got potential but not in the nearest future. 
 
<Files\\interview-questionnaire 2> - § 1 reference coded  [3.38% Coverage] 
 
Reference 1 - 3.38% Coverage 
I am not an expert on marketing but, surely a product with premium character should be targeted to higher 
standards segments, not only to those that pay the premium for the organic label but also to those that 
spend more. 
 
<Files\\interview-questionnaire 3> - § 1 reference coded  [2.67% Coverage] 
 
Reference 1 - 2.67% Coverage 
Greece has its own mentality concerning food, but I am sure that in the years to follow many consumers will 
turn into organic food. It is an international trend. 
 
<Files\\interview-questionnaire 4> - § 2 references coded  [3.68% Coverage] 
 
 
 
VII 
 
Reference 1 - 1.32% Coverage 
… organic foods have started to sell high especially in olive oil and vegetables. 
Reference 2 - 2.36% Coverage 
Since Creta Farms is perceived as an honest and reputable brand marketing should not be that aggressive and 
keep prices as low as it can be. 
 
<Files\\interview-questionnaire 5> - § 1 reference coded  [3.92% Coverage] 
 
Reference 1 - 3.92% Coverage 
… organic products are the future as they come from a more sustainable production system and more 
ecofriendly. Sooner or later the Greek consumers will turn to organic 
 
<Files\\interview-questionnaire 6> - § 2 references coded  [2.92% Coverage] 
 
Reference 1 - 0.65% Coverage 
… the Greek organic market is underdeveloped… 
Reference 2 - 2.27% Coverage 
I believe that consumers in Greece would care more about the locality or as we say the designation of origin 
and less about the organic ingredients. 
 
M A R K E T  C H A N N E L S  ( N O D E  5  –  2 )  
<Files\\interview-questionnaire 1> - § 1 reference coded  [2.41% Coverage] 
 
Reference 1 - 2.41% Coverage 
As for market channels we are established in all supermarkets in Greece and I think that we would continue 
to follow that channel even if we had a new organic line. 
 
<Files\\interview-questionnaire 2> - § 1 reference coded  [1.70% Coverage] 
 
Reference 1 - 1.70% Coverage 
And that could be more easily sustainable through special retail stores that sell exclusively organic products. 
 
<Files\\interview-questionnaire 3> - § 1 reference coded  [2.22% Coverage] 
 
Reference 1 - 2.22% Coverage 
As for market channels we could use the same ones that we are using now. No need to change our marketing 
strategy or our distributors. 
 
<Files\\interview-questionnaire 6> - § 1 reference coded  [3.84% Coverage] 
 
Reference 1 - 3.84% Coverage 
An organic product has its own target group and its own channels in Greece. I am sure if someone ever tries 
to promote and distribute such a product should first start from the specific point of sales, the organic retail 
stores and not the supermarkets. 
 
P R O D U C T I O N  ( N O D E  5  –  3 )  
<Files\\interview-questionnaire 1> - § 4 references coded  [5.69% Coverage]13 
 
Reference 1 - 2.73% Coverage 
We never thought of it. But the technology would be the same. The only change would have been to the 
supply chain and to our suppliers who have to be certified for their organic produce. 
Reference 2 - 0.97% Coverage 
… I doubt if there is enough capacity to support a new product line. 
Reference 3 - 0.95% Coverage 
                                                        
13 the coverage percentage indicates how much of the source content is coded at this node 
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… if there had been a high demand the suppliers could not meet that. 
Reference 4 - 1.04% Coverage 
… in terms of raw materials and investment, that would be too much effort 
 
<Files\\interview-questionnaire 2> - § 2 references coded  [3.21% Coverage] 
 
Reference 1 - 2.06% Coverage 
Yes. It is feasible. The technology would be exactly the same. Only the origin of meat and of course of olive oil 
is about to change. 
Reference 2 - 1.15% Coverage 
…“Crete” on the packaging is much stronger than the “organic” certification. 
 
<Files\\interview-questionnaire 3> - § 1 reference coded  [2.67% Coverage] 
 
Reference 1 - 2.67% Coverage 
As far as I am concerned the origin of the meat or olive oil would not change the production line. And we 
don’t have to invest on technology, any more than we do. 
 
<Files\\interview-questionnaire 4> - § 2 references coded [4.74% Coverage] 
 
Reference 1 - 2.79% Coverage 
I think that it would not be a problem. As far as I know the technology has to do with manufacturing the same 
product either made from ordinary or organic ingredients. 
Reference 2 - 1.94% Coverage 
Since the policy is to produce something completely made in Crete, I suppose that importing meat cannot be 
the case. 
 
<Files\\interview-questionnaire 5> - § 1 reference coded [4.11% Coverage] 
 
Reference 1 - 4.11% Coverage 
I don’t have any information in regard to the technology, but I am sure that since organic oil and organic 
meat are oil and meat there is no need to reinvent the technology or change the production equipment. The 
only thing that changes is the supply chain.  
 
<Files\\interview-questionnaire 6> - § 1 reference coded [2.51% Coverage] 
 
Reference 1 - 2.51% Coverage 
I think that is would still be the same technology and procedure, but the organic ingredients are perhaps 
more sensitive to processing and of course more expensive.  
 
S E G M E N T  A T T R I B U T E S  ( N O D E  5  –  4 )  
<Files\\interview-questionnaire 3> - § 2 references coded [1.87% Coverage] 
 
Reference 1 - 0.50% Coverage 
… organic food. It is an international trend. 
Reference 2 - 1.38% Coverage 
… I would have bought them, considering that it would be a more premium meat-product.   
 
<Files\\interview-questionnaire 4> - § 1 reference coded [2.78% Coverage] 
 
Reference 1 - 2.78% Coverage 
I think to promote food as luxury or premium because of better ingredients could harm the other products of 
the company and not perhaps trigger consumers to buy that. 
 
<Files\\interview-questionnaire 5> - § 1 reference coded [2.78% Coverage] 
 
Reference 1 - 2.78% Coverage 
 
 
IX 
 
Could be targeting the higher income urban areas and some more specific retail points of sale. It is possible a 
customer to pay a premium for the extra quality of the product. 
 
<Files\\interview-questionnaire 6> - § 3 references coded  [4.75% Coverage] 
 
Reference 1 - 1.42% Coverage 
…the organic ingredients are perhaps more sensitive to processing and of course more expensive. 
Reference 2 - 2.24% Coverage 
…a rumor about their organic origin or their certificates. While other food like organic vegetables are very 
popular, meat and olive oil are not so. 
Reference 3 - 1.10% Coverage 
Of course, as expected, organic meat-products would be more overpriced. 
 
S U P P L I E R S  ( N O D E  5  –  5 )  
<Files\\interview-questionnaire 1> - § 2 references coded  [4.37% Coverage] 
 
Reference 1 - 0.95% Coverage 
… if there had been a high demand the suppliers could not meet that. 
Reference 2 - 3.42% Coverage 
Of course, I am aware that there is also the solution to import some raw materials like organic meat and 
organic olive oil from abroad but that would not favor our reputation cause we simply use Cretan Olive Oil in 
our meat-products. 
 
<Files\\interview-questionnaire 2> - § 2 references coded  [4.27% Coverage] 
 
Reference 1 - 0.72% Coverage 
…shortage of organic meat and organic olive oil. 
Reference 2 - 3.54% Coverage 
I am sure that if we were thinking to change our suppliers and turn to organic, that could be a problem. We 
are part of the Agronutritional Cooperation in Region of Crete and we don’t have many certified members for 
organic produce 
 
<Files\\interview-questionnaire 3> - § 1 reference coded  [2.59% Coverage] 
 
Reference 1 - 2.59% Coverage 
I am sure that Crete can supply us the organic olive oil, but in order to meet capacity we could always invest 
and expand our farming units to organic ones 
 
<Files\\interview-questionnaire 4> - § 1 reference coded  [3.26% Coverage] 
 
Reference 1 - 3.26% Coverage 
I think there should be no problem finding organic olive oil and organic meat. Since the policy is to produce 
something completely made in Crete, I suppose that importing meat cannot be the case. 
 
<Files\\interview-questionnaire 5> - § 1 reference coded  [2.69% Coverage] 
 
Reference 1 - 2.69% Coverage 
As far as I am concerned the production capacity or organic food is limited. So I suppose that someone should 
think twice before shifting the production to organic level. 
 
<Files\\interview-questionnaire 6> - § 1 reference coded  [2.19% Coverage] 
 
Reference 1 - 2.19% Coverage 
…the demand cannot be met by the current supply in case of a new product line. Organic raw material could 
cover only a small production capacity. 
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Part II. Market research survey 
A. Questionnaire downloaded from Google Forms.  
21/1/2019 Market survey for organic olive oil meat-products 
https://docs.google.com/forms/d/104iGTs28gtAKAzPY1HpenTnVlnvzF9jC1fnZjB_Y09I/edit 1/4 
Market survey for organic olive oil meat-products 
This market survey tries to depict the preferences concerning meat-products whose fat has been substituted with olive oil 
and those that could be completely produced from organic ingredients. This survey uses anonymous data to be 
incorporated in my report for the EMBA post-graduate program at International Hellenic University. Thank you very much 
for your participation. 
* Required 
 
1. Sex * 
Mark only one oval. 
• Male 
• Female 
 
2. Age * 
Mark only one oval. 
• <25 yrs 
• 25-45 yrs 
• 45-65 yrs 
• >65 yrs 
 
3. Education * 
Mark only one oval. 
• Compulsory 
• High-school 
• University 
• Post-graduate 
 
4. Income * 
Mark only one oval. 
• <12,000 € 
• 12,000 - <20,000 € 
• 20,000 - 30,000 € 
• >30,000 € 
 
5. How do you describe your activity? * 
Mark only one oval. 
• Low 
• Moderate 
• High/Workout 
• Higher/Athlete 
 
6. How often do you consume olive oil? * 
Mark only one oval. 
• Never 
• Rare 
• Weekly 
• Everyday 
 
7. How often do you consume fast food? * 
Mark only one oval. 
• Never 
• Rare 
 
 
XI 
 
• Weekly 
• Everyday 
 
8. How often do you consume meat? * 
Mark only one oval. 
• Never 
• Rare 
• Weekly 
• Everyday 
 
9. How often do you consume meat-products? * 
Mark only one oval. 
• Never 
• Rare 
• Weekly 
• Everyday 
 
10. How often do you consume organic food? * 
Mark only one oval. 
• Never 
• Rare 
• Weekly 
• Everyday 
 
11. Do you know that there are meat-products whose fat has been substituted with olive 
oil? * 
Mark only one oval. 
• Yes 
• No 
 
12. Olive oil improves blood stream health. Consuming olive oil meat-products could 
improve my blood stream health and my cholesterol levels. * 
Mark only one oval. 
• I strongly agree 
• I agree 
• Neither agree nor disagree 
• I disagree 
• I strongly disagree 
 
13. Olive oil meat-products with organic ingredients are considered of better quality over 
conventional ones. * 
Mark only one oval. 
• I strongly agree 
• I agree 
• Neither agree nor disagree 
• I disagree 
• I strongly disagree 
 
14. Organic food is made from ingredients that no chemicals had been used. Olive oil 
meat-products with organic ingredients are safer to consume. *  
Mark only one oval. 
• I strongly agree 
• I agree 
• Neither agree nor disagree 
• I disagree 
• I strongly disagree 
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15. Which do you think is the most convenient place for you to buy organic olive oil meat-
products? * 
Mark only one oval. 
• Supermarkets 
• Open organic market 
• Delicatessen stores 
• Specialty organic stores 
 
16. Where would you expect to hear from, about organic olive oil meat-products? * 
Mark only one oval. 
• Flyers 
• Online Social Media/Internet 
• TV/Radio commercial 
• Newspapers/Magazines 
 
17. Are you willing to pay more for an organic olive oil meat-product? * 
Mark only one oval. 
• Yes 
• No 
 
18. How much are you willing to pay for an organic olive oil meat-product? (please 
choose between 10.00 and 20.00 € per kilo). * 
Mark only one oval. 
• 10 
• 10.5 
• 11 
• 11.5 
• 12 
• 12.5 
• 13 
• 13.5 
• 14 
• 14.5 
• 15 
• 15.5 
• 16 
• 16.5 
• 17 
• 17.5 
• 18 
• 18.5 
• 19 
• 19.5 
• 20 
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B. Descriptive statistics by Statgraphics Centurion 18. 
 
 
 
TABULATIONS14 
Please  n ote  tha t  the  c la ss es  w ith  the  h igher  f requen cie s  and  the ir  r espe ct ive  r e lat ive  f r equenci es  
are  h igh l ighted  w ith  red  i nk .  
 
Table I. Frequency Table for Age 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Male 110 0.5556 110 0.5556 
2 Female 88 0.4444 198 1.0000 
 
 
Table II. Frequency Table for Age 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 <25 yrs 15 0.0758 15 0.0758 
2 25-45 yrs 131 0.6616 146 0.7374 
3 45-65 yrs 47 0.2374 193 0.9747 
4 >65 yrs 5 0.0253 198 1.0000 
 
 
Table III. Frequency Table for Education 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Compulsory 6 0.0303 6 0.0303 
2 High-school 85 0.4293 91 0.4596 
3 University 71 0.3586 162 0.8182 
4 Post-graduate 36 0.1818 198 1.0000 
 
 
 
Table IV. Frequency Table for Income 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 <12,000 118 0.5960 118 0.5960 
2 12,000 - 20,000 51 0.2576 169 0.8535 
3 20,000 - 30,000 15 0.0758 184 0.9293 
4 > 30,000 14 0.0707 198 1.0000 
 
 
 
Table V. Frequency Table for Activity 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Low 27 0.1364 27 0.1364 
2 Moderate 107 0.5404 134 0.6768 
3 High/Workout 58 0.2929 192 0.9697 
4 Higher/Athlete 6 0.0303 198 1.0000 
 
 
 
                                                        
14 Descriptive statistics for one qualitative variable 
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Table VI. Frequency Table for Olive Oil Consumption 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Never 1 0.0051 1 0.0051 
2 Rare 7 0.0354 8 0.0404 
3 Weekly 29 0.1465 37 0.1869 
4 Everyday 161 0.8131 198 1.0000 
 
 
Table VII. Frequency Table for Fast Food Consumption 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Never 4 0.0202 4 0.0202 
2 Rare 119 0.6010 123 0.6212 
3 Weekly 69 0.3485 192 0.9697 
4 Everyday 6 0.0303 198 1.0000 
 
 
Table VIII. Frequency Table for Meat Consumption 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Rare 9 0.0455 9 0.0455 
2 Weekly 154 0.7778 163 0.8232 
3 Everyday 35 0.1768 198 1.0000 
 
 
 
Table IX. Frequency Table for Meat-products Consumption 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Never 2 0.0101 2 0.0101 
2 Rare 43 0.2172 45 0.2273 
3 Weekly 113 0.5707 158 0.7980 
4 Everyday 40 0.2020 198 1.0000 
 
 
Table X. Frequency Table for Organic Food Consumption 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Never 26 0.1313 26 0.1313 
2 Rare 106 0.5354 132 0.6667 
3 Weekly 47 0.2374 179 0.9040 
4 Everyday 19 0.0960 198 1.0000 
 
 
 
Table XI. Frequency Table for OOMPs 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Yes 144 0.7273 144 0.7273 
2 No 54 0.2727 198 1.0000 
 
 
 
Table XII. Frequency Table for Improve blood stream health 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 I strongly agree 44 0.2222 44 0.2222 
2 I agree 86 0.4343 130 0.6566 
3 Neither agree nor disagree 50 0.2525 180 0.9091 
4 I disagree 17 0.0859 197 0.9949 
5 I strongly disagree 1 0.0051 198 1.0000 
 
 
 
XV 
 
 
Table XIII. Frequency Table for better quality of OrgOOMPs over conventional OOMPs 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 I strongly agree 35 0.1768 35 0.1768 
2 I agree 111 0.5606 146 0.7374 
3 Neither agree nor disagree 44 0.2222 190 0.9596 
4 I disagree 7 0.0354 197 0.9949 
5 I strongly disagree 1 0.0051 198 1.0000 
 
Table XIV. Frequency Table for OrgOOMPs are safer to consume 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 I strongly agree 37 0.1869 37 0.1869 
2 I agree 105 0.5303 142 0.7172 
3 Neither agree nor disagree 47 0.2374 189 0.9545 
4 I disagree 7 0.0354 196 0.9899 
5 I strongly disagree 2 0.0101 198 1.0000 
 
 
Table XV. Frequency Table for Market channels for OrgOOMPs 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Supermarkets 155 0.7828 155 0.7828 
2 Open organic market 8 0.0404 163 0.8232 
3 Delicatessen stores 10 0.0505 173 0.8737 
4 Specialty organic stores 25 0.1263 198 1.0000 
 
 
Table XVI. Frequency Table for Communication for OrgOOMPs 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Flyers 21 0.1061 21 0.1061 
2 Online Social Media/Internet 110 0.5556 131 0.6616 
3 TV/Radio commercial 52 0.2626 183 0.9242 
4 Newspapers/Magazines 15 0.0758 198 1.0000 
 
Table XVII. Frequency Table for Pay “premium” in price 
   Relative Cumulative Cum. Rel. 
Class Value Frequency Frequency Frequency Frequency 
1 Yes 133 0.6717 133 0.6717 
2 No 65 0.3283 198 1.0000 
 
 
ONE-VARIABLE ANALYSIS15 
Table XVIII. Summary Statistics for How much are you willing to pay? 
Count 198 
Average 12.3207 
Standard deviation 2.245 
Coeff. of variation 18.2214% 
Minimum 10.0 
Maximum 19.5 
Range 9.5 
Stnd. skewness 4.59203 
Stnd. kurtosis 0.204444 
                                                        
15 Descriptive statistics for quantitative variables 
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ASSOCIATIONS (CROSS-TABULATIONS AND ANOVA) 
Please  n ote  tha t  the  c la ss es  w ith  the  h igher  f requen cie s  and  the ir  r espe ct ive  r e lat ive  f r equenci es  
are  h igh l ighted  w ith  red  i nk .  
 
AGE by ORGANIC FOOD CONSUMPTION as for INCOME (4 classes) 
 
Table XIX(a). Frequency Table for Age by Organic Food Consumption - Income <12,000 € 
 Never Rare Weekly Everyday Row Total 
<25 yrs 1 3 2 4 10 
 0.85% 2.54% 1.69% 3.39% 8.47% 
25-45 yrs 8 50 18 8 84 
 6.78% 42.37% 15.25% 6.78% 71.19% 
45-65 yrs 4 9 8 1 22 
 3.39% 7.63% 6.78% 0.85% 18.64% 
>65 yrs 0 0 2 0 2 
 0.00% 0.00% 1.69% 0.00% 1.69% 
Column Total 13 62 30 13 118 
 11.02% 52.54% 25.42% 11.02% 100.00% 
Test Statistic Df P-Value 
Chi-Square 19.694 9 0.0199 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is less than 0.05, we can reject the  
hypothesis that rows and columns are independent at the 95.0% confidence level.  Therefore, the observed  
value of Age for a particular case is related to its value for Organic Food Consumption.   
 
Table XIX (b). Frequency Table for Age by Organic Food Consumption – Income 12,000-20,000 € 
 Never Rare Weekly Row Total 
<25 yrs 1 2 2 5 
 1.96% 3.92% 3.92% 9.80% 
25-45 yrs 6 22 4 32 
 11.76% 43.14% 7.84% 62.75% 
45-65 yrs 1 4 9 14 
 1.96% 7.84% 17.65% 27.45% 
Column Total 8 28 15 51 
 15.69% 54.90% 29.41% 100.00% 
Test Statistic Df P-Value 
Chi-Square 13.082 4 0.0109 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is less than 0.05, we can reject the  
hypothesis that rows and columns are independent at the 95.0% confidence level.  Therefore, the observed  
value of Age for a particular case is related to its value for Organic Food Consumption.   
 
Table XIX (c). Frequency Table for Age by Organic Food Consumption – Income 20,000-30,000 € 
 Never Rare Weekly Everyday Row Total 
25-45 yrs 0 7 1 1 9 
 0.00% 46.67% 6.67% 6.67% 60.00% 
45-65 yrs 3 1 0 1 5 
 20.00% 6.67% 0.00% 6.67% 33.33% 
>65 yrs 1 0 0 0 1 
 6.67% 0.00% 0.00% 0.00% 6.67% 
Column Total 4 8 1 2 15 
 26.67% 53.33% 6.67% 13.33% 100.00% 
Test Statistic Df P-Value 
Chi-Square 10.083 6 0.1212 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
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row and column classifications are independent.  Since the P-value is greater than or equal to 0.05, we  
cannot reject the hypothesis that rows and columns are independent at the 95.0% confidence level.   
Therefore, the observed value of Age for a particular case may bear no relation to its value for Organic  
Food Consumption.   
 
Table XIX (d). Frequency Table for Age by Organic Food Consumption – Income >30,000 
 Never Rare Weekly Everyday Row Total 
25-45 yrs 1 2 1 2 6 
 7.14% 14.29% 7.14% 14.29% 42.86% 
45-65 yrs 0 5 0 1 6 
 0.00% 35.71% 0.00% 7.14% 42.86% 
>65 yrs 0 1 0 1 2 
 0.00% 7.14% 0.00% 7.14% 14.29% 
Column Total 1 8 1 4 14 
 7.14% 57.14% 7.14% 28.57% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 4.667 6 0.5872 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is greater than or equal to 0.05, we  
cannot reject the hypothesis that rows and columns are independent at the 95.0% confidence level.   
Therefore, the observed value of Age for a particular case may bear no relation to its value for Organic  
Food Consumption.   
 
 
EDUCATION by ORGANIC FOOD CONSUMPTION as for OOMPs 
 
Table XX (a). Frequency Table for Education by Organic Food Consumption – had knowledge of OOMPs 
 Never Rare Weekly Everyday Row Total 
Compulsory 0 4 0 0 4 
 0.00% 2.78% 0.00% 0.00% 2.78% 
High-school 10 33 13 4 60 
 6.94% 22.92% 9.03% 2.78% 41.67% 
University 9 22 18 5 54 
 6.25% 15.28% 12.50% 3.47% 37.50% 
Post-graduate 4 13 6 3 26 
 2.78% 9.03% 4.17% 2.08% 18.06% 
Column Total 23 72 37 12 144 
 15.97% 50.00% 25.69% 8.33% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 7.517 9 0.5835 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is greater than or equal to 0.05, we  
cannot reject the hypothesis that rows and columns are independent at the 95.0% confidence level.   
Therefore, the observed value of Education for a particular case may bear no relation to its value for  
Organic Food Consumption.   
 
Table XX (b). Frequency Table for Education by Organic Food Consumption – didn’t have knowledge of 
OOMPs 
 Never Rare Weekly Everyday Row Total 
Compulsory 0 1 0 1 2 
 0.00% 1.85% 0.00% 1.85% 3.70% 
High-school 3 14 6 2 25 
 5.56% 25.93% 11.11% 3.70% 46.30% 
University 0 14 2 1 17 
 0.00% 25.93% 3.70% 1.85% 31.48% 
Post-graduate 0 5 2 3 10 
 0.00% 9.26% 3.70% 5.56% 18.52% 
Column Total 3 34 10 7 54 
 5.56% 62.96% 18.52% 12.96% 100.00% 
Tests of Independence 
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Test Statistic Df P-Value 
Chi-Square 11.703 9 0.2306 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is greater than or equal to 0.05, we  
cannot reject the hypothesis that rows and columns are independent at the 95.0% confidence level.   
Therefore, the observed value of Education for a particular case may bear no relation to its value for  
Organic Food Consumption.   
 
 
 
ACTIVITY by IMPROVEMENT OF CARDIOVASCULAR HEALTH 
Table XXI. Frequency Table for Activity by Improvement in blood stream health 
 I strongly 
agree 
I agree Neither agree 
nor disagree 
I disagree I strongly 
disagree 
Row Total 
Low 3 6 12 6 0 27 
 1.52% 3.03% 6.06% 3.03% 0.00% 13.64% 
Moderate 23 52 26 5 1 107 
 11.62% 26.26% 13.13% 2.53% 0.51% 54.04% 
High/Workout 15 26 11 6 0 58 
 7.58% 13.13% 5.56% 3.03% 0.00% 29.29% 
Higher/Athlete 3 2 1 0 0 6 
 1.52% 1.01% 0.51% 0.00% 0.00% 3.03% 
Column Total 44 86 50 17 1 198 
 22.22% 43.43% 25.25% 8.59% 0.51% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 21.965 12 0.0379 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is less than 0.05, we can reject the  
hypothesis that rows and columns are independent at the 95.0% confidence level.  Therefore, the observed  
value of Activity for a particular case is related to its value for Improvement in blood stream health.   
 
 
 
FAST FOOD CONSUMPTION by SAFETY CONSUMING OrgOOMPs 
Table XXII. Frequency Table for Fast Food Consumption by OrgOOMPs safer to consume 
 I strongly 
agree 
I agree Neither agree 
nor disagree 
I disagree I strongly 
disagree 
Row Total 
Never 3 1 0 0 0 4 
 1.52% 0.51% 0.00% 0.00% 0.00% 2.02% 
Rare 29 55 31 2 2 119 
 14.65% 27.78% 15.66% 1.01% 1.01% 60.10% 
Weekly 5 45 14 5 0 69 
 2.53% 22.73% 7.07% 2.53% 0.00% 34.85% 
Everyday 0 4 2 0 0 6 
 0.00% 2.02% 1.01% 0.00% 0.00% 3.03% 
Column Total 37 105 47 7 2 198 
 18.69% 53.03% 23.74% 3.54% 1.01% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 25.898 12 0.0111 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is less than 0.05, we can reject the  
hypothesis that rows and columns are independent at the 95.0% confidence level.  Therefore, the observed  
value of Fast Food Consumption for a particular case is related to its value for OrgOOMPs are safer to  
consume.   
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INCOME by QUALITY OF OrgOOMPs in terms to PAY “PREMIUM” 
Table XXIII (a). Frequency Table for Income by Better quality of OrgOOMPs over conventional – Agreed 
to pay more 
 I strongly agree I agree Neither agree 
nor disagree 
I disagree Row Total 
<12,000 22 45 13 2 82 
 16.54% 33.83% 9.77% 1.50% 61.65% 
12,000 - 20,000 6 21 6 0 33 
 4.51% 15.79% 4.51% 0.00% 24.81% 
20,000 - 30,000 0 6 2 0 8 
 0.00% 4.51% 1.50% 0.00% 6.02% 
> 30,000 3 5 2 0 10 
 2.26% 3.76% 1.50% 0.00% 7.52% 
Column Total 31 77 23 2 133 
 23.31% 57.89% 17.29% 1.50% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 5.368 9 0.8011 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is greater than or equal to 0.05, we  
cannot reject the hypothesis that rows and columns are independent at the 95.0% confidence level.   
Therefore, the observed value of Income for a particular case may bear no relation to its value for Better  
quality of OrgOOMPs over conventional.   
 
Table XXIII (b). Frequency Table for Income by Better quality of OrgOOMPs over conventional – Disagree 
to pay more 
 I strongly 
agree 
I agree Neither agree 
nor disagree 
I disagree I strongly 
disagree 
Row Total 
<12,000 2 23 10 1 0 36 
 3.08% 35.38% 15.38% 1.54% 0.00% 55.38% 
12,000 - 
20,000 
0 7 8 3 0 18 
 0.00% 10.77% 12.31% 4.62% 0.00% 27.69% 
20,000 - 
30,000 
1 3 2 1 0 7 
 1.54% 4.62% 3.08% 1.54% 0.00% 10.77% 
> 30,000 1 1 1 0 1 4 
 1.54% 1.54% 1.54% 0.00% 1.54% 6.15% 
Column 
Total 
4 34 21 5 1 65 
 6.15% 52.31% 32.31% 7.69% 1.54% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 26.536 12 0.0090 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is less than 0.05, we can reject the  
hypothesis that rows and columns are independent at the 95.0% confidence level.  Therefore, the observed  
value of Income for a particular case is related to its value for Better quality of OrgOOMPs over conventional.   
 
 
ORGANIC FOOD CONSUMPTION by IMPROVENT OF CARDIOVASCULAR HEALTH as for SEX 
Table XXIV (a). Frequency Table for Organic Food Consumption by Improve blood stream health - Male 
 I strongly agree I agree Neither agree nor 
disagree 
I disagree Row Total 
Never 4 2 4 0 10 
 3.64% 1.82% 3.64% 0.00% 9.09% 
Rare 13 30 23 0 66 
 11.82% 27.27% 20.91% 0.00% 60.00% 
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Weekly 10 8 4 2 24 
 9.09% 7.27% 3.64% 1.82% 21.82% 
Everyday 2 5 1 2 10 
 1.82% 4.55% 0.91% 1.82% 9.09% 
Column Total 29 45 32 4 110 
 26.36% 40.91% 29.09% 3.64% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 21.315 9 0.0113 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is less than 0.05, we can reject the  
hypothesis that rows and columns are independent at the 95.0% confidence level.  Therefore, the observed  
value of Organic Food Consumption for a particular case is related to its value for Improve blood stream  
health.   
 
 
Table XXIV (b). Frequency Table for Organic Food Consumption by Improve blood stream health - Female 
 I strongly 
agree 
I agree Neither agree 
nor disagree 
I disagree I strongly 
disagree 
Row Total 
Never 2 8 4 2 0 16 
 2.27% 9.09% 4.55% 2.27% 0.00% 18.18% 
Rare 4 20 8 7 1 40 
 4.55% 22.73% 9.09% 7.95% 1.14% 45.45% 
Weekly 8 10 4 1 0 23 
 9.09% 11.36% 4.55% 1.14% 0.00% 26.14% 
Everyday 1 3 2 3 0 9 
 1.14% 3.41% 2.27% 3.41% 0.00% 10.23% 
Column 
Total 
15 41 18 13 1 88 
 17.05% 46.59% 20.45% 14.77% 1.14% 100.00% 
Tests of Independence 
Test Statistic Df P-Value 
Chi-Square 11.850 12 0.4578 
 
 
This table shows the results of a hypothesis test run to determine whether or not to reject the idea that the  
row and column classifications are independent.  Since the P-value is greater than or equal to 0.05, we  
cannot reject the hypothesis that rows and columns are independent at the 95.0% confidence level.   
Therefore, the observed value of Organic Food Consumption for a particular case may bear no relation to  
its value for Improve blood stream health.   
 
 
ONE-WAY ANOVA PRICE-TO-PAY by INCOME in terms of AGREEMENT TO PAY MORE 
Table XXV.  ANOVA for price willing to pay by income in terms of willingness to pay more. 
Class selection: agree to pay more 
Source Sum of Squares Df Mean Square F-Ratio P-Value 
Between groups 9.30211 3 3.1007 0.64 0.5934 
Within groups 629.296 129 4.87826   
Total (Corr.) 638.598 132    
 Class selection: disagree to pay more 
Source Sum of Squares Df Mean Square F-Ratio P-Value 
Between groups 34.9045 3 11.6348 2.65 0.0569 
Within groups 268.042 61 4.39413   
Total (Corr.) 302.946 64    
 
The ANOVA table decomposes the variance of price willing to pay into two components: a between-group 
component and a within-group component.  The F-ratio is a ratio of the between-group estimate to the within-
group estimate.  Since the P-value of the F-test is greater than or equal to 0.05, there is not a statistically significant 
difference between the mean price willing to pay from one level of Income to another at the 5% significance level. 
 
